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[SPLAY’S GREAT MONTHLY DIGEST 





Note how much more brilliant, though 

without glare, these cases in Lord & 

Taylor’s, New York City, are than the 
balance of the store. 


Several miles of Frink refiectors are used 
in Sak’s, 5th Avenue, New York City. 
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Macy’s, New York City, depends entirely on Frink show case reflectors. 


Show Case Illumination with Linolite Lamps 


Show cases being miniature show windows, the same exact care and 
thought should be given to their illumination. 

With all the requirements of show case illumination in mind, we have 
perfected a reflector that in the many hundreds of stores using it exclusively 
gives perfect results. 

First, because of our Linolite lamp, we are able to make the reflectors 
very narrow and inconspicuous. These lamps are but one inch in diameter 
and especially made for longitudinal position. They give a continuous non- 
spotty line of light. 

Our standard reflectors are made to install easily and wire easily. They 
permit of cleaning the plate glass behind the reflector. The wiring trough 
is removable. Write us for Circular 81 or suggestions in any problem that 
you have in mind. 


THE FRINK CO. Inc. - 


235 Tenth Avenue New York City 





At the New Main Office al Show 


A Section of the Wax Figure Display Booths 
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Now Located at the New 
Lefcourt-Manhattan Building 
Broadway at 39th Street 


HOR the past 75 years it has been the policy 

of the house of Palmenberg to keep abreast 
of the ever-shifting center of trade. This policy 
has witnessed our establishment in varied loca- 
tions throughout the City of New York. 


The trend has been constantly uptown and 
now we announce our removal from 63-65 West 
36th Street to the new Lefcourt-Manhattan 
Building, Broadway at 39th Street. We believe 
you will find this move a great convenience in fill- 
ing your display requirements. It is the new mid- 
town location, right in the heart of the wholesale 
and retail buying centers of New York as well as 
conveniently accessible to all trunk railway ter- 
minals, local transportation facilities and the 
principal hotels. 


Our entire line of fixtures, forms and wax 
figures will be displayed in units of natural asso- 
ciation on one level of generous floor space. Your 
inspection of our new showrooms is cordially in- 
vited, and we hope that you will find an oppor- 
tunity to pay us a visit within a short time. 


J. R. PALMENBERG’S SONS, INC. 


Founded 1852 
Lefcourt-Manhattan Building 
Broadway at 39th Street 
New York 


CHICAGO SAN FRANCISCO BOSTON 
204 W. Jackson Blvd. 11 First Street 26 Kingston Street 
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IN THIS ISSUE 


The February issue contains a 
wide variety of articles dealing 
with the chief features of the dis- 
play field. As classified for quick 
perusal, the division of subject- 
matter is as follows: 


DEPARTMENT STORES 


“How Matzer Handled Holi- 
day Displays;” “Initial Opening 
Changes Their Minds,” by Paul 
W. Hamlin; “Keeping Window 
Rivalry Alive All Year,” by J. O. 
Faubion; “Today and Yesterday 
in Contrast,” by George D. Taylor ; 
“Scenes from Life Feature Seven 
Lines,” by James O. Neil; “Peas- 
ant Models Are Import Sale 
Lure,” by C. L. Francovich, and 
reports on current New York and 
Chicago display, by Anne Packard 
and J. D. Williams are pertinent. 


DRUG STORES 
“The Yield of Advertising Tie- 
Ups,” by Harold J. Huff, is one 
of special value in this branch of 
merchandising. 


SHOES 


“Window Advertising in the Shoe 
Field” offers timely suggestions to 
footwear displaymen. 


CLOTHING 


“What About Men’s Wear Win- 
dows” goes into the subject of 
current clothing displays and sug- 
gests better treatments. 


GROCERIES 


“Making the Most of the Gro- 
cery Window,” by Otto P. K. 
Hjermstad, is a revelation. Mr. 
Hjermstad shows the way to those 
interested in better food windows. 


JEWELRY 


Willard Wilkins’ “Poster Dis- 
plays in Jeweiry Windows” shows 
the value of originality in hand- 
ling a difficult subject. 


FURNITURE 
“When Building a Display. of 
Mattresses,” by John J. McLen- 
don, and “A New Method of Color 
Lighting,” by Walter Welch, are 
in point here. 


HARDWARE 


“Giving a Quality Tone to Hard- 
ware” illustrates the possibilities 
in hardware specialties when care- 
fully handled. 


NATIONAL ADVERTISING 


“Dealer Helps Is Theme of 
New Body”: relatés an event of 
interest to all national advertisers. 
“What Shall We Do with Dealer 
Helps?” by Robert R. Brown, 
goes to the heart of that question. 
“Carnation Displays Reach Huge 
Total,” by C.. E. Shafer; 1s 2 
terse discussion of the display 
policy of the Carnation Milk Prod- 


ucts Co., an outstanding user of | 


window publicity. 
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Title Registered U. S. Patent Office 


The National Journal of Successful Selling by Mercantile Display 


Published on the-Fifteenth of Each Month 
By The Display Publishing Company 
1209-11 Sycamore St., Cincinnati, Ohio. Branches: New York and Chicago 


United States, $2.00 a year; Canada and Foreign, $2.50 a year; Single Copies 25c each. 
For Sale on News Stands Supplied by The American News Company and Its Branches. 
Entered as Second-Class Matter September 20, 1922, at Postoffice at Cincinnati, O., under 

Act of March 1, 1879. Copyright, 1926. 


( “WINDOW ADVERTISING MAKES THE PASSER BUY” ) 
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OUR NEW PRICE 


Fig. 1, 60 in. high by 
47 in. spread. 
Fig. 2, 60 in. high by 
39 in. spread. 


Price, per pair_$90.00 


The big demand for these forms 
has enabled us to effect a substan- : 
tial saving in the cost of preduc- £ 

tion. In conformity with our policy ss “ man 
this saving is passed on to our and 
customers. These are identically 
the same forms, designed and per- 
fected by us, which were originally 
figured to sell for $75.00 each. 


These figures are made of durable composition material and finished in silver leaf, with black 
base. A beautiful novelty for draping used very successfully now by our leading stores. 


(Have you our beautiful colored, Spring Flower Catalog? Free on requést) 


‘he Botanical Decorating Co. 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street 
Chicago, Illinois 
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Let Us Face the Facts, Mr. Merchant 


HAT will the boss think about it?” is the 
query of the employee in nearly every line 
of business. It does not spring merely 
from spineless jellyfish who are unwilling 
to assume initiative. On the contrary, as 

a rule, it reflects the effort of loyal and prudent men to 
adapt themselves to their conditions. 

The merchant who would hesitate to dictate to a 
carpenter as to the angle of his cuts or the trueness of 
his levels in building a shelf will tear up the layout of 
an advertisement or the plan for a window display with- 
out compunction. Why? Simply because the relation 
is closer, and the prerogative of his position gives him 
the opportunity. 

The advertising man and the displayman alike com- 
mand higher salaries than the carpenter, yet are less 
independent. Independence, of course, is relative. 
Being able to steer an undisturbed course is of no in- 
trinsic value. It should be apparent, however, that a 
man who has specialized in advertising for several years, 
and who knows the. possibilities of his profession, 
should be able to plan carefully and soundly for store 
publicity. It is even conceivable that he might have 
sufficient acquaintance with his field to appraise methods 
of appeal correctly. If he is wide awake and hustling, 
he will bring to his work every asset of his knowledge 
and experience. Resort to means new to the institution 
should, for this reason, be received with open arms in- 
stead of open distrust. 

A handful of instances illustrates with what the 
average decorator must contend. A windowman in a 
rubber goods house used a couple of small plaster dogs 
in a showing as human interest motifs. His employer 


caustically remarked that they were not selling dogs, 
and directed him to take the casts out of the window. 





In a men’s wear house, the trimmer built a couple of 
small backgrounds for the ends. of arcade windows. 
His “boss,” in like fashion, declared that clothing, and 
not backgrounds, were their merchandise—and away 
went the backs. 

A furniture house became so enthusiastic about its 
well-lighted interior that the proprietor had the back- 
grounds torn out. . Notwithstanding the fact that furni- 
ture needs the aid of pleasing surroundings to a greater 
extent, perhaps, than any other merchandise, the dis- 
playman in this store was compelled to resort to a pro- 
longed campaign of prapaganda before he could induce 
his employer to see that the change had impaired the 
window’s selling power. 





In all of these instances the store was the loser. 
The displayman was temporarily chagrined, but this 
was the extent of his embarrassment. His employer, 
lost, first, in volume of sales, and second, in the enthu- 
siasm and interest of his window staff. Encouraging 
the belief that it was useless to attempt progress, he 
placed a premium on stagnancy and sterility. 

Facts worth facing are realization that the adver- 
tising man and the displayman are likely to have some 
sense of proportion, may know how to use their tools, 
and certainly do not desire to plunge their store into 
ill-advised adventures. 

Display is the most powerful publicity medium at 
your command. If it is worth using at all it is worth 
using well. Remembering the old maxim that “Things 
done by halves are never done right,” it would seem 
logical to become thoroughly acquainted with display 
principles yourself, or to let the displayman assume full 
responsibility. It was his ability to shoulder these bur- 
dens that led you to hire him in the first place. If the 
fails, you need a new displayman. 
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Panels of Beauty and Originality 


Style 106 Style 109 


These highly artistic panels Created in a variety of grace- 
are made of veneer and celotex. Style 101 ful designs and artistic tints 
They are extremely light and and color combinations, and can 
durable. Decorated with carved be produced to special order to 
wood ornaments in harmony harmonize with any desired 
with the general design. color scheme. 


Panels---Backgrounds---.Screens---Dividers 


Our products fill a long-felt want, as they infuse new life and color into otherwise 
flat and colorless windows. They are suited for displaying merchandise and ar- 
ranging drapes of varied character and material. 


PRICES—$15 and Up, Depending on Size 


Send for information, illustrated literature and actual samples of color combina- 
tions. We can make any size panels to order. Manufacturing in quantities, our 
: prices are right. 


PROMPT DELIVERIES 


Display Craft Co. 


1350 Broadway New York City 
TELEPHONE: 4684 WISCONSIN 
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FRE DISPLAY WORLD 


Mattresses Arranged to Form a Background and Advertising Material Used Tactfully Created a Pleasing Spectacle 





When Building a Display of Mattresses 


Here Is a Practical Method for Surrounding Your Goods 
With Interesting and Appealing Aids 


By JOHN M. McLENDON 


Indianola Furniture Co., Indianola, Mississippi 


HERE are mattresses and mattresses and 
many kinds of mattress displays. The test 
of their value is, of course, the results 
which they bring. Customarily- the dis- 
playman rounds four or five into bundles, 

ties them securely, and stands them up in his window 
just as he would a bunch of carpets. With these, 
as a rule, he will show a couple more spread out flat, 
and a cross section or two illustrating the method of 
construction. All of this is very good, but in stores 
which do not use backgrounds or which have plain per- 
manent backs, these showings do not make any great 
hit with the public. 

There is too much left to imagination. The great 
gaping holes in the scene, the makeshift character of 
the showing, and the very apparent apology for want 
of better means of presentation are entirely too ob- 
vious. . It is as though the store were saying, “We know 
that you are interested in this stuff. We've got to 
show ’em but they certainly are far from pretty. We'd 
a whole lot rather trot out a good-looking dining room 
suite,” 

This is not a preliminary to declaring that we are ex- 
perts in showing this “utilitarian item.’”’ We do not 
make such claims. However, it seems only reasonable 
to assume that whatever is put into a display window 
should be shown at its best—shown in such an environ- 
ment that it becomes a pleasure to view it. That’s the 
principle we employ in our windows and we find it gets 
us good results. 

We were originally in a store that had small win- 
dows just as excessively high as they were narrow. As 
a result we didn’t have roém to display our goods 
properly. Perhaps we didn’t appreciate this fact fully 


till we moved into our new store where the windows 
were large and comparatively low. But the fact that 
our sales have doubled here and without materially dif- 
ferent effort from that put forth at the old location has 
caused us to realize display’s value. We know of nothing 
that contributed more to our increase than our windows 
and we feel that they are the best salesmen we have. 

We use the No. 66 X-ray lights with color screens 
and sometimes use flashers, a combination which we 
have found to be excellent for attracting attention. In 
our mattress display this equipment came in handily. 

We rigged up a background by standing two mat- 
tresses on their sides and placing on top of them pro- 
cess paintings of the cotton fields at harvest time. Be- 
tween these we placed a lighter colored mattress, before 
which we posed a huge cut-out of an old “uncle” with a 
great basket of cotton on his shoulder. To right and 
left were rolled samples of good mattresses flanked by 
cut-outs of small negro boys, their positions in the back- 
ground reversed. 

The floor was covered with cotton and mattresses 
and the goods and cut-outs in the rear were played up 
with green spotlights, which, placed behind the pic- 
tures, enhanced their tone. 

The scene was confessedly pretty, timely and un- 
usual. It made profitable use of dealer helps and de- 
veloped them into component parts of a picture familiar 
to our people. It aroused their interest by showing them 
one of the less familiar uses of a crop known to all. 
Cotton—pure cotton—forms the basis of the sales talk 
for the mattress we are advertising. Our community 
is quite familiar with cotton. They know its every stage. 
And, most important of all, it brought out very well the 
durability and desirability of our mattresses. 
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Manufacturers Displays in Europe 


Continental Windows So Shaped That Advertisers’ Material Differs 
Widely from American Style—Crepe Paper Little Used 


3y CHARLES R. ROGERS 


HERE is a great chasm between national ad- 

vertisers’ displays in the United States and 

Europe, a difference in style which is pro- 

duced, in large measures, by dissimilar 

conditions in retailing. Most of this vari- 

ance arises from the difference in the types of windows 

in use, although the American dealer’s opposition to 

concession of one entire window to the manufacturer 
enters into the picture. 


~ 


Drug and grocery windows which consume the bulk 
of American manufacturers’ display are, as a rule, open 
at the rear, or equipped with permanent backgrounds. 
The result of this circumstance is that the typical dis- 
play consists of three or more panels, sometimes bound 
together, and so fashioned that they form a small back- 
ground with wings before which the featured product 
may be shown. Crepe paper is often used to cover drab 
permanent “backs”-or to improvise coverings for the 
open type. 

Such methods are wholly at variance with European 
developments. The use of crepe paper is as yet practi- 
cally unknown on the Continent, compelling the lithog- 
rapher antl display service man to install a much more 
ornate and complete display than is the case in this 
country. The consequence has been production of win- 
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Uniaue Cigarette Display by The Menkel Studios, Cologne 


dows that are as complete and as thorough as the most 
polished effort of the American department store dis- 


‘ playman. 


Manufacturers’ displays in Germany, for instance, 
are usually designed for square windows and use com- 
plete backgrounds and wings which give the display a 
finished appearance. The background is of dark fabric 
or paper with similarly colored wings, or appears in 

















An Illustration of the Capacity of Foreign Display Studios Is Seen in J. T. A. Schutte’s Lamp Window—a Deft Touch and 
‘the Lamps Are Balloons Floating Over the City 
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lighter hue set off by the dark wings. This “back” is 
the most vital feature of the arrangement, for here are 
placed the cutouts, trademarks, and advertising devices 
which carry the message across to the passer. In the 
Vaselol display which is reproduced here Designer Bert- 
hold Menkel, the celebrated display counselor of 
Cologne, has placed his advertising on the white “cloud”’ 
which is fastened to the dark colored back. Nearby is 
an arrow which points to an illustration of one of the 
uses of the product and another appears on the right 
wing. Before this setting are giant cartons and small 
cut outs as well as carefully arranged groupings of the 
cartoned powders. 

The dye window presents the-reverse of this color 
scheme, the background being converted into a poster 
in which broad stripes of different colors sweeping up 
from, the left describe an arc to the right. The adver- 
tiser’s message is set out artistically on this rainbow be- 
for which are placed a giant carton and a group of 
humorous cut outs. A grotesque bird extends a pack- 
age toward a broad skirted peasant girl behind whom 
stands a tall soldier of the time of Frederick the Great. 


From the Menkel Studios also comes the unique 
cigarette display in which the three dwarfs appear. 
The contrast with American tobacco displays is im- 
mediately apparent. Never in their most ambitious 
moments have the Yankee designers dared to essay as 
artistic or telling an arrangement as this. It does not 
require much imagination to estimate the interest it 
aroused or the prestige which it brought to Fabian 
brand. Not a mere hodge-podge, set up in a hurry and 
designed merely to keep the name of the product before 
the public, but a spritely little playlet, which intrigues 
and fascinates, this display serves admirably in illus- 
trating the possibilities of the field. 

Electric lamp displays have been reduced to a 
formula by some of our largest makers and, as a result, 
marked improvement has been made in the showings 
of the majority of their dealers. Here mass has been 
served at the expense of class. While no prohibition 
has been placed upon the development of new and strik- 
ing windows, encouragement has been lavished upon 
adoption of plans adapted to the needs of the majority. 
This has resulted in a uniformity that is productive 
although disconcertingly universal. 

In contrast, the design created by J. T. A. Schutte, 
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German Manufacturers Go After Whole Windows—These Berthold Menkel Displays for Drug Stores Show How Widely 
They Differ from American Types 









There’s Inspiration in J. T. A. Schutte’s Christmas Showing 
of Radio Tubes Installed at Eindhoven, Holland 


an eminent Dutch display artist, is refreshing. In his 
windows he converts his lamp bulbs into tiny -white 
balloons, to which he attaches wicker baskets and, by 
use of a cut out background shows them soaring over 
the house tops. Lights concealed behind the cut out 
create just enough of a glare to resemble the glow of 
a city at night. This fantastic treatment gives a glimpse 
of ability that is further substantiated by the unusual 
fashion in which he displays radio equipment. An 
instance is a window in which his phrasing appears in 
cut out letiers shaped from the same material as the. 
corrugated containers for his wares. This is shown 
against a background of lighter color. 


The installations in dealer windows are not always 
letter-perfect, for human nature is the same everywhere, 
and European retailers make as sorry spectacles of dis- 
play material on occasion as the most obtuse of their 
American brethren. But this does not discourage the 
producer or designer. Art is not sacrificed to utility, 
and hence it is possible at all times to find more com- 
plete and telling advertising a la window in the middle 
Europeon drug and grocery windows than are on view 
behind the plate glass of similar American stores. 
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The Yield of Advertising Tie-ups 


Should the Retailer Feature Nationally Advertised Goods or 
Center His Efforts Behind Lesser Known Brands? 


3y HAROLD J. HUFF 
Display Manager, Cunningham Drug Stores, Inc., Detroit, Mich. 


OST of what has been written about the 
advantages and disadvantages of market- 
ing nationally advertised merchandise has 
been more or less partisan, and much of it 
has been more theoretical than practical. 

Because I have no axe to grind, and my convictions are 

~based entirely upon experience, this offering may prove 
of value to those few I know who are still laboring 
under false impressions. 

There are thousands of stores all over the country 
which do not realize what can be done by concerted, 
conscientious effort directly applied to nationally adver- 
tised merchandise. To those whose reply to a statement 
like this would be, “Why should I give my windows to 
a product already known? They do their own adver- 
tising. They give me nothing in return,” I direct this 
article in the hope that my experience will be helpful. 

Perhaps one reason why some do not become aware 
of the things that cari be done with this class of mer- 
chandise is because of the steady sale of the product, 
due, of course, entirely to the amount of newspaper and 
outdoor advertising done by the manufacturer. Enjoy- 
ing a steady turnover and no attention, the store man- 
ager puts his attention on slower moving goods, per- 
haps.never realizing that his selling cost on these items 
is climbing higher and higher by doing so. 

To a friend of mine, owner of a medium-sized store 
on a busy transfer corner, I once put the question: 
“Instead of those long-shot items you are so continually 
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One of a Group of Cigar Displays That Piled Up Record Sales 


showing, why don’t you use good, nationally known 
merchandise?” His answer was very much the same as 
mentioned, although I imagine he said something else 
under his breath. He was hard to convince, but long 
since has bceome a different merchant entirely. His 
success is reflected not only in his sparkling, attractive 





An Artistic Perfumizer Display by Mr. Huff’s Staff 


windows, but also in a constantly rising bank balance. 
He had been content to just carry most of the well- 
known brands (it would be folly not to do so), and he 
did a big volume in such lines. In fact, he was con- 
tented with his volume, although to a great extent this 
volume was bought by his customers; he didn’t sell it. 
He let the manufacturer build up consumer demand for 
his products, and he handed them out as they were asked 
for. He didn’t tie up with the advertising campaigns 
to any great extent, although occasionally he may have 
used dealer helps that were sent to him, and, on rare 
occasions, devoted a whole window to one of the well- 
known brands. 

So far as pushing any particular item was concerned, 
however, he reserved all such efforts for brands that 
were practically unknown, and thought he was doing 
nicely. These items carried a longer margin of profit, 
and the extra push he occasionally put behind them 
from time to time increased the volume, and he was 
quite satisfied. 

After he had put the same kind of effort behind 
some of the nationally known and advertised lines he 
had hitherto been content to carry, his eyes were opened. 
He had no realization before of just ‘what this consumer 
demand for nationally advertised (or perhaps it is con- 
sumer acceptance) really meant. He is now selling 
items that sell, not trying to sell things that don’t. His 
experience demonstrates that if you put the push in the 
right place results are bound to please; on the other 
hand, you can push all day on Gibraltar and it will never 
move. 

Our organization has for many years realized the 
importance of both its windows and nationally known 
merchandise. Windows bring people into the store, and 
good nationally advertised merchandise brings satisfied 
customers back. 
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To what extent a strong window display stimulates 
sales depends, of course, on a variety of circumstances. 
here is the nature of the article, the price, the location 
of the window, the merit of the article, the weather, the 
cooperation of the clerks in the store, the counter dis- 
play, and many other. As for the difference in just 
stocking a nationally known item and really displaying 
it to good advantage, I would say the increase averages 
approximately 300 per cent when backed up with appro- 
priate counter display and concerted sales effort. Take 
out the window and sales invariably drop 65 to 75 per 
cent. I do not mean to imply that a window display will 
continue to show such results indefinitely. Its pulling 
power wanes after it has been in a certain length of 
time; this, we all know, is due to the nature or attrac- 
tiveness of the trim. Sometimes a window display fails 
to pull as we think it should; we then try a different 
price or appeal. If the display still fails to produce, it 
is pulled out at once. Window space is too valuable to 
devote to non-productive displays, but such experiences 
are rare when nationally advertised articles are featured. 
Certainly such windows never fail “to stimulate sales to 
some extent. To keep our clerks interested in our win- 
dow displays, because the best window display in the 
world needs plenty of support behind the counter, we 
use a check-up slip. As soon as the display is installed, 
one of these slips is placed on the cash register of the 
interested department. This slip gives the clerk the 
information concerning the display, the day it was in- 
stalled, when it is to come out and other facts regarding 
the merchandise. If a number of items are featured, 
we do not impose on the clerks’ time trying to get a 
check on all of them, but satisfy ourselves with an accu- 
rate check on the featured item and an expression from 
the clerk on how the sales ran on the others. At the end 
of the week a summary of the results shown by these 
check-up slips is prepared on a window sales report, 
with appropriate comment on the individual windows 
and a record of weather conditions prevailing during 
the week. This information tells the display manager 
what items sell best in certain locations, whether or not 
his appeal or price was right, etc. It gives the buyer 
information of the most needed kind, and tells the store 
manager what his windows produce for him, creating a 
deeper respect for their sales productivity. 
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Seventy-five million dollars will be spent this year 
by national advertisers for newspaper, magazine, out- 
door and street-car advertising. That money will be 
spent primarily, of course, for the benefit of those who 
spend it, and yet no national advertiser can get one 
dollar’s return on his investment except through the 
medium of the retailer. Undoubtedly, national adver- 
tising pays the advertiser, or it would not be used so 
lavishly; but every sale such advertising develops is 
made across some dealer’s counter. 

The question we keep uppermost in OUR minds, there- 
fore, is how OUR stores can get their fair share of that 
increase in business which the advertising may be depended 
upon to produce. SOME dealers are going to profit by it; 
how can we make sure WE will be included among them? 
Of course, a chain store can be sure of getting a certain 

(Continued on page 45) 





WINDOW SALES REPORT 
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The Form of Check on Window Efficiency Developed by the Cunningham Stores 
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Peasant Models are Import Sale Lure 


Introduction of Figures in Garb of Rural Europe Wins Attention 
of Fort Wayne Public for Displays of Foreign Goods 


: By CHARLES L. FRANCOVICH 
Display Manager, Wolf & Dessauer, Fort Wayne, Ind. 


ATE in the autumn newspapers generally 
begin to carry huge advertisements of the 
charms of the Mediterranean countries, of 
trips through the Caribbean Sea and voy- 
ages to the South Seas. The lure of these 

artfully worded gems of business literature does not 
rest wholly in the promises of sunshine and tropical 
Warmth which they contain. More than the balm of 
relief from wintry winds and restoration to life in 
the outdoors comes the appeal of travel, of a journey to 
other theatres of action. 

Globe trotters have been tramping across the world 
since the days of Marco Polo, seeking out tke seldom 
visited nooks and enjoying the charms of quaint customs 
in little known lands. With the advent of the last cen- 
tury, international travel became a possibility for thous- 
ands to whose ancestors it could have been but a dream. 
Hence the numberless tours that every winter circle the 
Levant, the pilgrimages of students in summer months, 
the pious journeys to the Holy Land. 





For the rank and file foreign travel is still a remote 
possibility, but thaygh restrained in this direction, the 
lively interest which Americans exhibit in things foreign 
is being fanned to greater degree by the constantly 
growing volume of intercourse with the Old World. 
There is a wonderful thrill in being able to “listen in” 
on the radio programs of London or Paris, and untold 
opportunity for speculation over development of radio 
telephony already in operation. 

This accounts for the interest which has been 
showered upon foreign windows shown in many of the 
leading department stores of the nation this winter. 
We felt the urge to share in this movement late in No- 
vember jtist as the holiday season loomed on the horizon. 
Our linen department was well stocked with the choicest 
varieties of Old World products, our gift department 
with the porcelains and pottery of European make. In 
addition there were wide ranges of selections in laces 
‘and tapestries from overseas, carpe's and cretonnes, 
jewelry, purses, knitted wear and the host of colorful 


AT THE WOLF-DESSAUER “IMPORT” SALE—At the Top Left, Mr. Francovich Shows a Bohemian Maid and Exhibit; 
at Her Right is a German Wares Display; at the Left Below, Belgian-made Goods Are Grouped About a “Belgian Maid”; 
at the Right, an Italian Peasant Girl Stands Amid Products of Her Homeland 
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imported wares which find 
ready acceptance in American 
markets. 

From our merchandisers 
came the edict that we should 
plan an “Import Sale” in 
which all this category of 
beauty and fragility could be 
given the importance which 
was its due. Windows were 
to be filled with these rare 
and exquisite manufacturers, 
bright hangings were to grace 
the exterior, and special dis- 
plavs to add splendor to the 
store aisles. 

The plan was _ followed 
carefully and as. the details of 
execution were worked out we 
became conscious of the en- 
vironment we were creating 
around our lobby. The at- 
mosphgre of far off lands was 
dominant. All along the store front flags of the “the 
allies” wer waving, and in the store itself, distinctive 
aisle displays were taking form. 

When th epasser gazed into one section of our 
windows he saw a maid of Czecho-Slovakia in na- 
tional costume smilingly glancing over an exhibit of 
the products of the Bohemian artisans. About her 
was draped the new standard of the Czech Republic 
and at her feet were examples of her .countrymen’s 
skill in glass work and pottery. There was clear 
glass and opaque, white and tinted vases and vessels, 
delicately fashioned metal dishes, and torrents of the 


fine Bohemian linens. 


Not far away was a Belgian maid clad in the white 
blouse and black skirt favored by the women of her 
country, and around her were grouped wide arrays of 
china, linens and cottons. 


The queer head dress, and the high-bodiced skirt 
of the German girl who was the central figure of .the 
Teutonic exhibit, made her the object of feminine eyes. 
In the goods grouped around her were numerous in- 
stances of the skill and craftsmanship of her landsmen. 
Here were white glass shaving mugs set in metal holders 
and surmounted by mirrors, a variety of atomizers, tea 
pots, urns, clocks, and carved ships: Just around the 
corner was the Italian section with rare fabrics arid 
tapestries, and exquisite examples of lingerie. Candle 
holders, perfumes and powders, ornate baskets for 


milady’s vanity dresser and multitudes of similar gifts” 


were placed about the waxen peasant maid who bore 
the standard of the Italian Kingdom. She was dressed 
in the full-sleeved, bodiced dress of her native land, or- 
namented by the multi-colored apron which is the de- 
light of Italian women. 


One of our most interesting exhibits was a huge ar- 
ray of Porto Rican embroidery fashioned into the like- 
ness of a sailing vessel. Spars and sails, and hulk alike 
were built of the islanders’ wares and round about this 
makeshift ship were examples of the fascinating infan‘s’ 
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Porto Rican Towels and Underwear Constitute Spar, Sail and Hulk of This Fantastic 


Ship Built by Mr. Francovich 


wear whose manufacture has brought renown to Porto 
Rican women. 

Within and without Wolf and Dessauer resource- 
fulness sustained the spirit created by our displays. 
The front was ablaze with the flags of the nations fea- 
tured. Within, the store was hung with these banners, 
and at the special table displays on which the goods 
were shown salesgirls wore the costumes of the lands 
from which their products came. 





CARNEY CLIMBING IN REMINGTON ORGANIZATION 

Peter P. Carney, for the past year manager of publicity 
for the Remington Arms Co., New York City, has been ap- 
pointed advertising manager to succeed Charles P. Catlin, 
who has resigned to accept a new post with the New Haven 
Clock Co. 

Carney, best known to displaymen as the promoter and 
popularizer of Remington’s “Sportsmen’s Week” window con- 
tests, started his career as a sports writer for the State 
Gazette of Trenton, N. J., and later was with the Philadel- 
phia Evening Times and Bulletin. Deciding to enter adver- . 
tising, he joined an agency which handled the DuPont ac- 
count. Here he obtained considerable success, and after 
five years joined forces with the Winchester Repeating Arms 
Co., of New Haven. From Winchester he went to the Rem- 
ington Co. 

Frank J. Kahrs, who has been with the Remington Co. 
for the past twelve years, and recently in charge of the 
service department, becomes his assistant. 





YOWELL-DREW BUYS DAYTONA (FLA.) STORE . 
The Anthony Balch Store, largest in Daytona, Fla., has 
been: taken over by the Yowell-Drew Co., of Orlando, the 
pioneer department store of central Florida. Along with the 
purchase of the store went a 99-year lease on the site. Under 
the terms of the transaction an eventual outlay of $2,000,000 
is planned, including the cost of erecting a new building. 





SPRING FLOWER BOOK ISSUED 

The Schack Artificial Flower Co., Chicago, have just issued 
their new Spring Flower Book for the 1927 season. This new 
24-page book in four-color process printing illustrates hun- 
dreds of new and original decorative ideas for show window 
and interior decoration. 

Before making your spring opening plans, get a copy of 
Schack’ snew Spring Flower Book. A request addressed to 
the Schack Artificial Flower Co., 134 N. Robey Street, Chi- 
cago, will bring this book to you free. 
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Window Advertising in the Shoe Field 


Decline in Volume of Consumption of Men’s Footwear Gives 
Increased Importance to This Form of Publicity 


HE great Chicago display manager who pro- | 


nounced shoes as very hard to display hit 

upon a truth that is emphasized in every 

survey made of shoe windows. There is 

a sterility of ideas in their construction 
that has a reflex in sales, and one that is hardly com- 
forting to shoe dealers. 

Feminine and masculine buyers approach the win- 
dow with very different ideas. To the woman there is 

~nothing so compelling and alluring as beauty, and if the 
display is an artistic exxposition of footwear shown in 
surroundings of skillfully harmonized colors,set. off by 
soft fabrics and enhanced by mellow lighting, it has an 
attractiveness that breaks down milady’s buying resist- 
ance. Consciousness of this fact has resulted in the 
effacement of advertising features and the showering of 
the windowed slipper with all the glow and prettiness 
obtainable from blossoms, foliage, fabrics and back- 
grounds. : 

The result has been reasonably satisfactory in pro- 
motion of feminine footwear, producing volume steadily 
but encouraging whimsical buying that has found re- 
flection in freak fashion, born over night, development 
of new and eccentric leathers, changes in lasts and 
uppers that have shortened the buying season and made 
the shoe business a gamble. 

The shoe buyer must, indeed, be wary if he is to 
keep abreast of changing modes and avoid the after- 
claps of over-buys on merchandise, popular at the mo- 
ment but waning in appeal in a few weeks’ time. 

It is not surprising with the difficulty which this 
situation has produced that the displayman has given 
most of his thought to strong displays of women’s 
footwear and has allowed men’s shoes to drag along, 


Here a Big Wallboard Placard Builds Walkover Prestige—J. Douglas Jamieson Used It 
in Toronto for an Anniversary Display 








There ls Flenty of Atmosphere in This Shoe Window from 
Holland by E. Baranski, of Rotterdam 


_ or, at best, fitted their promotion to the same plan. 


The scheme does not work. There is ample proof 
that it does not in the diminishing sales of men’s shoes. 
Though the male population is increasing steadily there 
has been a marked decrease in men’s shoe consumption. 
While individual dealers were acquainted with this drop 
in their own territories its national scope was first un- 
covered when the committee created by the National 
Association of Shoe Manufacturers to consider co- 
operative advertising discovered that the men’s industry 
had suffered a loss of twenty-five per cent in output 
during the past twelve years. 

A sub-committee of twenty-one was chosen to make 
a survey and last July this body .reported its finding. 
First and foremost these were 
that while the population of this 
country in men and boys above 
fifteen years old had increased 
approximately 17 per cent in the 
period from 1914 to 1925, the 
number of shoes produced for 
this group had declined almost 10 
per cent. In proportion this made 
the net loss about 25 per cent. 

Here was a strange situation. 
More people and less shoes! “The 
natural question,” said the chair- 
man, who submitted the report, 
“is ‘What was-the cause of the 
decline?’ Shoes were just as 
much a necessity in 1914 as in 
1926, Yet they have dropped off 
25 per cent. In other words the 
necessity has declined 25 per cent. 
No! The necessity has not de- 
clined at all. The necessity is still 
there. Then men’s shoes have 
not declined in consumption be- 
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but for’ some other reason. 

“For just this reason—that 
there was nothing else that his four 
or five dollars would purchase in 
1914 that he would rather have. 
There is the foundation for any 
retail purchase. . . . The buying 
habits of the country have been 
changed. The consumer has been 
backed into a corner and compelled 
to see and interest himself in a 
myriad group of articles which in 
1914 did not compete with his pay- 
roll in connection with men’s shoes. 
No word of mouth could have ever 
changed the buying habits of our 
people in ten years as has actually 
occurred. You and I know—we 
have only to turn to every news- 


| cause they represent a necessity, 











Laborers on Way to Mills in the Early Morning Feature the Background of This German 








paper and magazine—that advertis- Shoe Window; What Workingman Could Avoid Halting Before These Work Shoes? 
ing was the background of that 
change in buying habits of our people. where from 2 to 10 per cent of his gross sales on inten- 
‘““We have heard that it was the automobile or radios, sive merchandising or advertising.” 

or what not, but no one of these things, whether it The result of this committee’s work was a fight to 

7m was automobiles, or radios, or Listerine or fire extin- line up manufacturers for a three year campaign to 
guishers or what not did it. It is the sum total of the boost men’s shoes and to impress upon the male popu- 
intensive effort that has been made to sell—to get a lation the wisdom of footwear consciousness. 

of part of the man’s dollar—that has forced off to one What the manufacturer is setting out to do is a tre- 

S. side the money which was formerly spent for his mendous task which merits the support of every dealer, 

re shoeB...:5. and particularly the more alert. In this day of hectic 

mn. “The obvious answer, if we would take a leaf from competition the path to profit and progress lies through 

op the book of those that have crowded us off the map, is adaptation to merchandising of the principle of the old 

n- for every manufacturer of men’s shoes to modernize Confederate raider who said that victory depended on 

al his selling and his advertising campaigns and spend any- “gitting thar first with the mostest men.” 
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J. Willard Jones Givea Full Play to Passer’s Imagination in His Pied Piper Window for The Phelps Shoe Co., Shreveport, La. 
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As testimony, mounts in 
substantiation ‘of the claim 
that “the window offers. the 
most effective medium for ad- 
vertising in the retail field,” it 
can be seen that here is the 
most appropriate place for the 
retailer to begin his own battle 
for greater volume. 

Not mere displays, but “‘ad- 
vertising displays,” are needed 
at this time. The yshould not 
only show good merchandise, 
but should show why it should 
be bought, and bought in the 
store in whose windows it was 
Shown. 

Correct dress appeals to the 
young man, neatnes sand dura- 
bility to his senior. Despite 
the fact that black shoes are 
conceded to be the only appro- 
priate leather for dress, we 
cannot recal lever seeing a 
show card in a men’s shoe 
windo wemphasizing this fact. Chain stores have given 
space to demonstrating the staunch ~ water-resisting 
qualities of some of their police and general work shoes, 
and at least one company has shown cross sections of 
their shoes, stressing the. soundness of their manufac- 
ture. However, this seems to be the: peak in window 
advertising in the shoe market. Never have we seen 
an attempt to dramatize the usefulness or the desira- 
bility for dress or sport of shoes o fthis type in the 
manne ri nwhich the department store handles many of 
its wares. 

In the principal shopping districts of every city, you 
will find the shoe stores crowded together closely, fre- 
quently but a few doors apart. Window after window 
looms up, pretty, artistically handled, but .terribly 
similar. 

Lately one chain has established its identity in this 
mass by creation of a unique front which stamps it 
with a personality that is unforgettable. In all the 
cities where it operates the same front greets the passer. 
a novel, though expensive victory over mediocrity. 

This dead level proceeds from too little thought on 
the consequences and possibilities of display. While 
the department store displayman gives all or the major 
part of his time to his windows, all too frequently 
the shoe window is an extra burden upon the shoulders 
of an ambitious shoe salesman, who has to step in at 
the conclusion of his day’s work and “knock out” a 
display in which he uses scores of pairs just as fast 
as it is humanly possible to work. For planning, he 
must use his own time and in execution of his ideas 
must fall back upon the aid of outside studios. 

Such conditions naturally do not make for sound 
displays. Their logical development is stagnancy. 

The remedy at first glance would seem to be more 
emphasis on show cards, backgrounds, and use of shoes 
in settings in which their use could be illustrated. J. 
Douglas Jamieson of. the Walk-Over Boot Shop, 
Toronto, Canada, has produced a number of windows 
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“Now Is the Time to Change to Heavier Shoes,” Says J. Douglas Jamieson’s Window 
Card; Reason-Why Copy—But Seldom Seen 


which splendidly back up the use of the showcard and 
cut out without diminishing the artistic appearance of 


-his layout. One of these is an anniversary window in 


gold and black. Black plush hangings covered the per- 
manent background while drapes of gold fabric relieved 
the center stand and adorned the floor. Purple orchids 
rose from a basket which was balanced against the 
stand. Above the hangings was a semi-circular piece 
of wallboard very neatly painted and lettered in which 
the tie-up with the anniversary was made. In a recent 
Hallowe’en window, given punch by paper hangers 
representing a death’s head, a black cat and a skeleton, 
a late autumn showing of shoes and spats was accorded 
selling power through a small showcard which declared 
“Now is the time to change to heavier shoes.” 


As contrast is the surest method for revealing the 
strong points as well as the deficiencies of a technique 
examination of illustrations of German and Dutch dis- 
plays reproduced herewith will disclose many possi- 
bilities for variation of the usual forms. 


The two schools are as far apart as the poles. The 
American stresses merchandise. Nothing else is per- 
mitted to vie for the limelight in his little theatre. The 
German swings to the other extreme on occasion (they 
install huge arrays of stocky trims) and creates a back- 
ground or a shadow box scene that illustrates the use of 
his footwear or adds to its attractiveness. Very inter- 
esting is the instance of the latter type by E. Baranski, 
chairman of the Rotterdam, Holland, Display Club, 
which, prior to last November was a chartered unit of 


the German Window Decorators Association. Another - 


stirring window produced by an unidentified displayman 
features hobnailed boots for workingmen against a back- 
ground showing factory workers on their way to the 
mills in the early morning. The European trade press 


went into raptures over it. “The grim figures of the 


laborers on their way to work with the factories and 


_ chimney stacks further in the background make a very 


impressive view,” says one reviewer. 
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Dealer Help Is Theme of New Body 


Need for Greater Acquaintance With Retailers’ Problems Inspires 
| New Orgamzation—Display Is Dominant Topic 


N organization with unusual opportunities 

for service was launched under favorable 

conditions at Dayton, Ohio, January 14, 

when the Society for Interchange of 

Merchandising’ Ideas“was established by 

representatives of a large group of leading American 
firms. ; 

It was the outgrowth of the Dealers’ Service Con- 
ference held at the National Cash Register’s School- 
house at Dayton, which met for the purpose of study- 
ing methods used by manufacturers and producers in 
giving “dealer helps’? and other services to retailers 
which would enable the merchant to make more sales 
and raise his standard as a business man to a higher 
level. Early in the session it was made clear that 
the broadened relation between the manufacturer and 
the retail merchant calls for more than window dis- 
plays and printed booklets from the manufacturer, 
and that a greater understanding of retail problems 
and all the eelments which compose the chain of dis- 
tribution is the one requisite of importance. 

The new organization will (1) gather information 
about sources where data of value to manufacturers 
and producers in aiding dealers may: be found; (2) 
facilitate the exchange of this data among any who 
wish to give dealer service of any character, and (3) 
meet for conferences . 

The bulk of the attendance was from midwestern 
states, indicating that for the moment the scope of 
the society’s activities will be largely in the central 
west. In the majority of its objectives it parallels 
the work of the Window Display Advertising Asso- 
ciation, with which friendly relations were established 
at the outset by placing C. C .Agate, managing direc- 
tor of the latter body, on the executive committee. 
This is a fresh demonstration of the necessity for 
sectional organization in successfully enlisting Amer- 
ican business in moves of this character. 

The importance of window display creeps out in 
the recommendations of all the committees. While 
the chairmen were bluntly outspoken in declaring that 
the manufacturer must do more than merely supply 
his dealer with “helps,” their several programs call for 
extracting the utmost benefit from display. 

Plans for dealer helps, ranging from window dis- 
plays to methods for.bringing every selling force to 
bear during the “vital five minutes” when the cus- 
tomer is in front of the retailer’s counter, were ex- 
changed during the conference. 

It was made clear that any manufacturer giving 
service of any description to the retail merchant in 
order that the merchant might sell more goods and 
become a better retailer, is entitled to the benefits of 
the society. The manufacturers who formed the or- 
ganization at the Dayton conference are not “mem- 
bers” of the society, as it has no “members” but does 


have manufacturers and others associated in the work 
of helping retailers. No fee is required for member- 
ship or service given by the society. 

Five committees studied the various phases of 
work before the society and made recommendations 
which will guide the organization’s executive advisor 
in directing its work. 

Recommendations of the research committee, 
headed by Carl U. Schmaiz, assistant director of the 
Bureau of Business Research at the University of 
Michigan, Ann Arbor, Mich., which were adopted, 
were: 

1. That an agency should exist to do research work in 
order to create better dealer service—instead of so much 
dealer help. 

2. That such an agency should sum up the information on 
dealer service, now in the files of manufacturers, advertising 
agencies, wholesalers and jobbers, and large retailers, in 
order that it would be available to all manufacturers giving 
such service. 

3. That such an agency should have available for manu- 
facturers a list of the sources where specific information on 
dealer service might be obtained, and so serve as a clearing 
house for ideas and sources, rather than a library of such 
material itself. 

4. That duplications in research work be avoided in order 
that the whole field of dealer service might be covered more 
completely and effectively. 

5. That those organizations giving this research informa- 
tion be asked to give only that information which is not con- 
fidential. 

6. That the central agency put research projects in the 
hands of those manufacturers and organizations known to be 
best able to carry them out. 

7. That an investigation among retailers be made to deter- 
mine how dealer helps, such as window displays, direct-mail 
literature, envelope and package inserts and similar materials 
are being used. This information would be gathered from 
the records of manufacturers sending these dealer helps and 
from the personal statements and records of retailers- 

8. That a study be made of the relationship of dealer helps 
and dealer service to the policies of the retail firms receiving 
them. 

9. That figures be gathered to determine the relation of 
dealer helps to the actual business of the merchant. 


Recommendations of the committee on planning 
a service campaign, headed by D. G. Chatard, sales 
_manager of The Western Company, Chicago, IIL, 
which were adopted, were: 


1. That a study be made of past performances in dealers’ 
service work. 

2. That a study be made of buying, stockturn, advertising, 
window displays, interior displays, compensation to sales- 
people, and store records, in order that this information may 
be passed on to the retailers as an effective means of giving 
real service to the merchant. 

3. That the information be made available to retail sales- 
people which will enable them to have a technical knowledge 
of the merchandise they sell. 

4. That a corps of speakers, paid by the central agency, 
be employed to tour the country, instructing merchants and 
salespeople. (It is not: probable that such a corps will be 
engaged in 1927, but it is one of the projects on the society’s 
program for attainment at some future time.) 

(Continued on page 71) 
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WINDOWS IN WHICH A. T. 


Student, soldier and displayman, A. T. Bird has long 
enjoyed an enviable position among British “window 
dressers,” which is the term most frequently used in 
Britain in designating the craftsman. His story, originally 
designed for use in the “Who They Are and What They 
Say” department, proved to be more than an autobiog- 
raphy In his career he outlines the transition from the 
stilted and primitive display methods formerly used in 
London to the modern open type now in vogue. His 
tribute to the Selfridge organization shows to what extent 
American ideas influenced this change and transforms his 


EE 
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3IRD EXHIBITS HIS SKILL AS A DRAPER 


narrative into a history of contemporary British display 
development. 


The seriousness with which he regards his work, and 
the importance which he lays upon applied art, is char- 
acteristically British and yields a splendid idea of the 
earnestness with which the island windowmen regard 
their profession. 


It is interesting to note in the display above the man- 
ner in which Mr. Bird overcomes the handicap of the low, 
permanent backgrounds. 
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My Career in London Show Windows 


An Outline of a Long Period of Activity Behind the Plate Glass 


of the City Whose Streets Were 


“Paved With Gold” 


By A: T. BIRD 
Display Manager, Messrs. Harvey Nichols & Co., Knightsbridge, London, England 


S a British displayman who has -not only 

always admired the methods of my 

American cousins in thedisplay profes- 

sion, but to whom I owe much for in- 

spiration, I give you.greeting. The dis- 

playmen of this country owe a great deal to Mr. Sel- 

fridge, who was the first to introduce and popularize 

the open methods of display in England. When Mr. 

Selfridge came to London and opened the first sec+ 

tion of his wonderful store, I was a young man who 

had served an apprenticeship of five years in my home 

town of Penrith amongst the hill cowntry of the north 

of England. I had always loved color and beauty, 

and even in that country store I soon proved that I 
had an aptitude in the direction of display. 

At the age of sixteen I was dressing the five store 
windows and taking charge of the ledge displays in 
the interior. After serving five years and learning all 
I could about the merchandise, my soul began to 
yearn for greater things. I had heard that London 
streets “were paved with gold”—which meant oppor- 
tunity—so I made up my mind to go right there and 
see if I could not scrape up some ef “that gold.” 

When Selfridge’s came to London I was working 
in the show windows of one of the smartest fashion 
shops of that time, Messrs. Woolland Bros., of Kings- 
bridge, and about the time the Selfridge store opened 
its doors I was busy fixing merchandise by threads 
to the show window ceiling. I saw my chance when 
Selfridge revealed those first windows. E. N. Golds- 
man, an American, was their display manager, and I 
remember standing in front of those windows en- 
tranced. I knew that at last display had come into 
its own. Here were fixtures and beauty ; window dis- 
play was, in very deed, an applied art. It was not 
long before I was fixed up on the staff of the Selfridge 
store and had five years of real delight. There is an 
old Eastern proverb which says, “Spread out all the 
folds of your mantle wide when heaven is raining 
gold,” and I just followed that advice to the letter. 

Well, since those days, British display has gone 
right ahead, and, while not quite up to the level of 
some of your American stores in method, I believe 
that we are not very far behind. 

My next move was to: John Barker’s, of Kensing- 
ton, where I had the opportunity of applying to furni- 
ture and home furnishings the methods I had learned 
at the Selfridge store. I had always made a study of 
the periods in furniture and furnishings and had spent 


nearly all my spare time in the great art museums — 


of South Kensington, learning all I could of de- 
sign, and color, form, and the place of related shapes, 
und how useful knowledge is to a displayman I 





A. T. BIRD 
Display Manager, Harvey Nichols & Co., London, Eng. 


proved during those days at Barker’s. 

After about a year and a half-of this work I began 
to feel that I wanted the variety of merchandise to 
handle that only a department store can give, so I 
got an appointment at Messrs. Derry & Toms, whose 
establishment since that time has been incorporated 
with the John Barker store. Here for another year I 
worked behind the plate glass, when the bombshell 
of the great war burst. After that it was not long 
before I found myself serving King and country in 
the famous Highland regiment, the Black Watch. 
In 1916, on my discharge from the army, I came to 
Knightbridge, this time to Messrs. Harvey Nichols 
& Co., who have the premier fashion house in Lon- 
don. My period here has not been unbroken, how- 
ever, for I went to Harrod’s Store for nine months 
especially to display furnishings and furniture. 

In 1920, I was appointed display manager to 
Messrs. Harvey Nichols & Co., and here I have been 
for the past six years, happy in my work and taking 
the keenest interest in display, not only here in Lon- 
don and our own British Association of Display Men, 
but in your American displaymen’s work, too. So 
interested have I become that-I almost seem to know 
the men themselves. I certainly do look forward to 
the day when we displaymen of America and Britain. 

(Continued on page 37) 
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What About Men’s Wear Windows? 


The Deadly Similarity of Clothing Displays Has a Depressing Effect 
Upon Sales—How to Break the Monotone’ 


EN or twelve years ago when the country 

was in a ferment over the theories of 

Roosevelt and Wilson and the initiative 

and referendum was as familiar to the 

average man as a list of radio stations is 

today, there was a hue and cry over the courts’ constant 
adherence to the principle of “stare decisis’—the cus- 
tom of following precedents. There was some reason 
for the outburst for it is always possible for the layman 
to perceive defects in any system which are far from 
“apparent to the man in daily contact with its operation. 

He is so occupied with the work in hand and keep- 
ing up with the volume of his task that he gets in a 
rut. Ruts are dangerous; it has been said that the only 
difference between a grave and a rut is that the former 
is the deepest. One of the surest means of getting into 
a rut is blind devotion to precedent, and yet nothing is 
more destructive than refusal to consider time-honored 
methods and the reasons which have given them 
dominance. : 

Alertness coupled with the desire for progress forms 
the most effective safeguard against the “rut.” Research 
and comparison afford the best means for getting out of 
them and both would be of the utmost value to clothing 
displays just now. 

There is too great a contrast between showings of 
men’s furnishings and clothing itself. Shirts, ties, un- 
derwear, mufflers, gloves and all the odds and ends of 
the furnishings line offer the displayman a field for 
variety in which he may express his cravings for color 
harmony and contrast, and his knowledge of symmetry. 
Even though these installations tend to conventionalism, 
there are plenty of displaymen who realize the possibil- 
ities o fthese wares, and whose windows reveal them 
in remarkably attractive and appealing arrangements. 

But thereMr. Displayman usually stops. While he 
can twist and contort a shirt, a pair of hose or pajamas 
into unusual form and choose his wares so that the full 
value of their color charm is brought out, he sits down 
in the presence of men’s clothing and mourns that there 
is no new way of presenting the dull, drab conventional 
“things.” When he gets them into his window he has 
a few suits or overcoats artfully draped if the window 
is small, or if of greater space a huge battery of head- 
less forms, collared, or rounded out by handkerchiefs. 

He “pops” these into his display space, puts in a 
batch of display tickets, a couple of window cards, a 
few pieces of velvet or plush, and his display is com- 
plete. When evening comes and the ranks of window 
shoppers fill up, they gaze ona new display that looks 
exactly hundreds of other windows. The merchandise 
is presented neatly, the. clothes are nicely pressed, the 
installation reflects good taste in arrangement and dec- 
oration, but it has little ‘kick.” 

Instead of inducing sales, becomes a mere means of 
comparison. Mr. Buyer, standing before the window 
looks at a garment which seems to satisfy his ideas of 
dress. But a few doors away is another window filled 


with the same class of merchandise, just as neatly pre- 
sented, and quite as pleasing in appearance. What is 
more natural than to pass on to the next store, for a 
glance at its displays before he makes his choice?? 
The difference of a few cents in price has a tre- 
mendous effect upon him. If he is buying popularly 
priced clothing, a saving of fifty cents or a dollar looms 
so large that he will scour all over town to effect the 
economy. Similarity of displays abets this tendency 
because they do nothing to stop him. Where their 
effort should be to arrest and hold his interest, they 
simply and obviously encourage a gadabout spirit to 
learn which merchant is offering the most for the least. 
In stores which exploit a nationally known brand 
the tendency is less pronounced. There are still scores 
of establishments which have built sound and lasting 
patronage upon Hart-Schaffner & Marks, Kuppenhei- 
mer, Stein-Block, Society Brand, Hirsh-Wickwire and 
equally noted houses. In their windows there is less of 
the emphasis upon price and more of the quality appeal. 
Showings of manufacturers’ cards are frequent and 


» quality is imputed through disclosure of the featured 


garment’s origin. But the methods of display are prac- 
tically the same. 

Monotony! Slavish devotion to precedent! Medi- 
ocrity! On every hand they are apparent. Stereotyped 
forms are followed week after week, year after year 
without a break in the dull unending repetition except 
through show cards, or backgrounds. “Usually the latter 
are of hardwood rendering change all but impossible. 

The sad part of it is that ideas for variation are 
abundant. The clothing displayman has but to look 
around him to find means of spicing up his offerings. 
Even if he lacks the equipment and the accessories 
which his department store brethren find absolutely es- 
sential, even if his studio is a tiny nook, his progress 
is not blocked. 

There are myriads of ways with which to give goods 
identity and to clothe them with interest. Are not linens 
as prosaic, and even less colorful than woolens? Their 
unvarying sameness, however, has not prevented the 
department store windowmen from surrounding them 
with an atmosphere of interest. Store after store has 
shown long stretches of linen displays this winter— 
Czecho-Slovaks, Irish, Scottish, Italian, German, British 
and domestic, disclosing their origin by means of 
show cards and wax forms. -They have planted flags 
of these nations with the displays, wax models in the 
garb of the country’s peasantry, filled their back- 
ground with prints of foreign cities, steamboat litera- 
ture and many other devices to give their showings 
the glamor of foreign manufacture. O. E. Wheete, 
of the Halliburton-Abbott Co., Tulsa, Oklahoma, did 
it this fall for an assortment of foreign wares by use 


of a series of wax mannequins in peasant modes, H. C.' 


MacDonald followed much the same idea for New- 
comb-Endicott of Detroit, F. J. Maxwell, showed 
views of foreign stores in the Frederick & Nelson win- 
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X-Ray Reflectors use standard lamps which 
may be obtained from any electrical man. 
Look for the X-Ray trade mark on each 
reflector-—none are genuine without it! 




















Within the 
Reach of Alt++> 


Four reflectors of the 
same X-Ray quality that for years 
has made X-Ray Reflectors the 
“standard for show windows”— 
now at popular prices! The Jack 
and Jill for 150-100 watt lamps at 
$4.50, and the King and Queen 
for 200 watt lamps at $6.00, are 
two splendid values, and embody 
many improvements in reflector 
construction. 


Your electrical dealer has X-Ray 
Reflectors in stock. Ask for them! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 
CHICAGO 


31 W. Forty-Sixth Street 3113 W. Sixth Street 
New York Los Angeles 
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dows in Seattle and C. L. 
Francovich, of Wolf & Des- 
sauer’s, . Fort Wayne, used 
flags, wax models and clerks 
clad in the national dress as 
the means of arousing and 
crystallizing interest. But for 
the man who says “These 
stunts are beyond me. _ I 
haven't the time, the space 
nor the equipment to play 
with them,” there is a better 
example. John R. Patton, of 
L. S. Ayres, Indianapolis, 
produced a long chain of 
linen windows at Thanks- 
giving that stopped thous- 
ands of passers, and his only 
addition to the goods on dis- 
play was a series of pasters 
in the colors of nations fea- , —s 
tured, stuck to window panes. 

This ideal will fit into 
the clothiers’ plan. Hasn't 
he tweeds, serges, twills, worsteds and many other 
weaves to “play up? Each has it’s own history, which 
may be related by cut-outs or pictorials or even by 
show cards. There is much romance about clothing 
manufacture in the United States. There are clothing 
centers in New York, Rochester, Philadelphia, Cleve- 
land, Cincinnati, Chicago, Milwaukee, and along the 
Pacific Coast. A small card telling about the origin of 
the suit, giving a bird’s eye view of the factory or link- 
ing up with the city of manufacture in a easily under- 
stood fashion instantly brings new brightness to cloth- 





G. E. Johnston, Sharp-Hamilton-Arnett Co., Fairmont, W. Va., Insures Attractiveness 


by Hand-Painted Illustrations 
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An Unusual Treatment of Clothing Backgrounds by a Berlin House 
The Au‘o Horn Cut-out Tells the Whole Story. 


Another idea which has been worked in anniver- 
saries is to acquire a wardrobe of items from twenty- 
five to forty years old and show it in contrast with pre- 
vailing styles The queer cut-aways, the skin-tight 
trousers, the braided vests of yesteryear never fail to 
excite passers’ interest and to illustrate the sanity and 
symmetry of modern dress. 

An idea which is being used extensively in Germany 
is a very light trim placed before a simple background 
in which the featured garment has been idealized. 
There is a newness and a charm about the method that 
stands out plainly in the ac- 
companying illustration. 


This is merely’ a hint at 
the possibilities of the cloth- 
ing window. The range is 
infinite. .If there is a race in 
the offing, why not sling in a 
simple background in which 
the event is suggested? Base- 
ball, basketball, holidays of 
all descriptions, élections, fra- 
ternal activities, in short, the 
whole gamut of human ex- 
istence can be run, and with 
material profit through the 
increased interest in your dis- 
plays and the edge which you 
gain over competitors. 


It’s true that the “boss” 
may think that this is a foolish 
fancy, and he is entitled to his 
views. What the public ulti- 
mately wants is merchandise 
and the “‘boss”’ is correct is his 
conjecture. But his merchan- 
dise is made in the same fac- 
tories, cut in the same fashion, 

(Continued on page 27) 
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4" Fy" Chicago affords the most complete Display Equipment, and Decoration Market in the 


; World—Time and money may be saved, and the best that. decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


THE HECHT FIXTURE CO. 
Main Floor Medinah Bldg., Wells and Jackson 


Everything in Display Fixtures 





INTERNATIONAL- REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


THE BODINE-SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING Co. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co. 
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Poster Displays in Jewelry Windows 


Using Modern Methods of Advertising Behind the Plate Glass to 
Increase the Individuality and Selling Power 


By WILLARD M. WILKINS 
Advertising Manager, White Bros. Co., New Orleans, La: 


OW many timely, up-to-the-minute jewelry 
windows do you see that catch and hold 
your attention? Although you will find 
many that are attractive enough, they 
are all very much alike, so similar in 

appearance that a person who studies one will have 
seen them all. I have tried to overcome this mo- 
notonous similarity by using modern poster displays 
in our windows. 

Before I became associated with this jewelry com- 
pany I was a free lance artist and theatrical display- 
man. When I entered this field, the first thing 1 no- 
ticed was the difficulty of getting up an attractive 
original jewelry display. Even with the most expen- 
sive fixtures every window presented almost the same 
appearance. (Unfortunately, manufactured window 
displays are altogether too much standardized for 
the jeweler’s good.) I thought then “Why couldn’t 
the same principles of poster display methods the 
successful theatre manager uses to create public in- 
terest be tsed to attract attention to our windows?” 

I discussed the possibilities of this with our man- 
ager and secured his cooperation. The first setting 
we put in was a Hallowe’en display that attracted an 
unusual amount of interest. You may say that the 
jeweler is not selling decorations, but rather his mer- 
chandise should be most prominent in the window. 
I can only answer this by showing that it is better to 
get people to stop at the window. on account of the 
display than to have them pass it without notice. If 


they do stop to see the display they will see some of 
the merchandise, if not all of it. Since the object of 
display is to get the merchandise seen, its object is 
obtained when the display attracts attention. Of 
course, the display should be planned far enough in 
advance so that every detail can be studied and the 
art work be well executed. One reason for the lack of 
pulling power of many displays that are installed is 
that the display is imperfectly conceived... Hasty in- 
stallation of the window. forbids careful selection of 
the articles shown and precludes thorough consideration 
of the setting. 

The window displays should create the atmos- 
phere of timeliness. This is more important than any 
other point. Timely settings bring the merchandise 
to the prospective customer as a timely offer. It says 
in very insistent tones, ‘““This merchandise is needed 


‘for this special occasion; you ought to buy it now!” 


During the year there are many anniversaries, 
holidays and special occasions that offer possibilities 
to the wide-awake displayman. Every month has its 
event of greatest importance, events of secondary im- 
portance, and those of local interest. The slightest 
event should be studied and planned carefully for the 
purpose of getting the most out of it. 

The display should tie-up directly with the news- 
papers and direct-by-mail campaigns. Care should be 
taken that all merchandise advertised in these me- 
diums be prominently shown and any unusual sale 
features worked into the display. 





Poster Effect in This Display by Willard Wilkins, Display Advertising Manager, White Bros. Co., New ere Converted 
Dead January Into a Profitable Month 
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I am using a recent display I provided for our 
January Diamond Sale this year as a means of illus- 
trating how I carry out the advertising features I 
use in the newspaper and mail campaigns in the pos- 
ter backgrounds of my windows. The background 
of this window display was a combination, light 
emerald green and white with small figures represent- 
ing “Young 1927,” each holding a diamond ring. The 
hase of the window was built up with small steps 
covered with a light green silk cloth, on which the 
merchandise was arranged. The fixtures were of 
white marble finish with green velvet pads. Every 
panel had hand-lettered copy on it pertaining to the 
sale. The big feature was, “Buy a Diamond Ring 
During 1927—Pay Only 27 Cents Down and Take All 
Year to Pay.” 

For lighting we used twelve 150-watt lamps with light 
green shades and one spotlight in each window. The 
beautiful appearance of this display, especially at 
night, drew response in a greatly increased window 
audience. 

This display, together with the novel advertise- 
ment campaign that linked up with it, changed the 
month of January from a dead aftermath of Christ- 
mas to a month of bristling business activity. 


W. D. A. A. Committees Named 


Bodies to Have Charge of. Association's Activities 
During Year Announced by President Bristol 


HE new hand at the helm of the Window 
Display Advertising Association is revealed 
in the fashion in which the body’s monthly 
bulletin is blossoming out. Managing Di- 

rector C. C. Agate is finding old-time prowess as a 
scribe useful in his new post and has given his organ 
life and virility in his first issue that hints broadly 
of much greater value when he has had time to get 
the routine of his office in steady motion. 


President Lee H. Bristol has ‘announced standing 
committees for the year, numbering among them a 
group of well-known industrial advertising and pub- 
licity men and lithographers. The new research com- 
mittee will be headed by H. C. Bursley, assisted by 
Wm. Benton, J. F. Nickerson, Geo. Altman, W. B. 
Potter, W. A. Grove, L. I. King, W. S. Jenkins, Frank 
Seaman and Edwin H. Andrew. On the nomination 
committee will be P. Walter Murphy, C. G. Munro 
and P. C. Pfenning. A. S. Turner, Jr., will head the 
finance committee, with P. Walter Murphy and Jo- 
seph Deutsch as his aides. The membership com- 
mittee will be headed by Managing Director Agate, 
with four local chairmen among them, J. M. Kraus, 
Chicago; John A. Hoeveler, Pittsburgh; P. W. Mur- 
phy, Cleveland, and Martin C. Lee, Detroit. 

The association is planning to initiate a Window 
Display Week in May when retailers will be asked to 
join in a nation-wide exposition of window skill. 
Contests between windowmen and for the public are 
also contemplated. The International Advertising 
Association of which the W, D. A. A. is a department, 
has issued a bulletin to advertising clubs. 
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What About Your Easter Window Trims? 


—Some of our New Period Display 
Fixtures can help you much in making 
attractive trade pulling displays of your 
merchandise for this occasion. 





It might be a 
good business move 
to look into your 
present equipment 
and see if a new 
set is not advisable. 


We _ catalog. sets 
for Shoes, Women’s 
Wear, Clothing, 
Furnishings — rang- 
ing in price from 
$25.00 to $85.00 per 
set, with which at- 
tractive results can 
be had for imme- 
diate shipment and 
season’s dating. 





Of Interest to Display Men 


ASK FOR SPECIAL BOOK F-91 
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You Too Can 
Have Colorful Windows 


By decorating with Crinkle Crepe Paper. 
It comes in 37 beautiful colors and 50 
floral and seasonal designs. Crinkle 
Crepe’s sun fast colors, moisture proof 
qualities, and 100% stretch make it un- 
usually valuable in window decorating. 
It costs only a few cents and is easily 
put up. Send for our Free Booklet on 
window decorating. 


THE TUTTLE PRESS CO. 
APPLETON, WISCONSIN 


CRUSH CREPE 


Wrap the entire 
fold of crepe around 
a broomstick. Place 
the hands over the 
ends of the crepe 
and crush by forc- 
ing the hands to- 
gether. Remove the 
crepe from _ the 
broomstick and tack 
into postion. 
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Retailers’ Gains from Display Clubs 


How an English Merchant Visualizes the Benefits Which 
. isplaymen’s Organizations Confer on Employers 


By SIR CHARLES HIGHAM 


President, Leicester Window Dressers’ Association, Leicester, England 


T seems to me that the modern real estate 
agent knows more about the value of the 
window than the modern shopkeeper, be- 
cause in estimating the value of the 
ptemises he charges about half the rent 

for the window space—and I wonder how many shop- 
~ keepers realize this. There can be only one possible 
purpose for a shopkeeper having a window and that 
is to display his goods so effectively in it, or to adver- 
tise so effectively in it, that the attention of the 
passersby is arrested and they take an interest in the 
windows and come inside to see the product more 
closely. It is then up to the retailer to have his sales- 
man behind the counters so well trained that they can 
make one or more sales to each person who comes in. 
In my judgment, a shopkeeper cannot change his 
windows too often, cannot make them too attractive, 
too clean or two well lighted. Now, I am fully aware 
of the fact that the average small shopkeeper cannot 
afford a window dresser, but if there were a window 
display association in the town to which he could be- 
long, he could get points on window dressing from 
the other fellow that would be very useful, and in an 
association such as that of Leicester, it is possible for 
a young salesman to learn a great deal about window 
dressing by attending talks and lectures, and the ad- 
vice he will get from ‘his fellow-members in the win- 


dow dressing association. If a shopkeeper thinks that’ 


his window will attract attention in any event, he has 
only to stand on the edge of the pavement and count 
the number of people who pass his shop without even 


glancing at it, and he will find that only two out of © 


twenty take a look. 

In addressing an audience of shopkeepers, I have 
asked my audience if those people are thoroughly 
satisfied with their window display, with the cleanli- 
ness of the window itself, with the lack of dust on 
the inside of it, the refreshingly attractive way they 
have displayed their goods, with the convincing sales 
talk they have had lettered on a sign in the window? 
Very rarely have any of them got up and unblush- 
ingly taken credit for their endeavors in this direc- 
tion—and yet window dressing, in my judgment, is 
comparatively easy. 

So many shopkeepers have an idea that the way 
to display their goods is to put them all in the win- 
dow, and very often I have gone into a shop and 
asked for an article I have seen in the window and 
it has had to be taken out of the. window in order to 
sell it to me! Other retailers often make their win- 
dows almost as much of a museum as the drawers 
under the counter. They seem to have an idea that 
they are in the business of stocking things rather 


than selling them, and I have almost felt on occasions 
that a salesman takes pride in opening the yellow- 
covered packet containing the socks; when I do not 
want any of them he wraps it up again most carefully, 
ties the string and puts it back into the museum, not 
realizing that every day he keeps these socks they are 
costing his employer more money, and not only does 
he not realize this, but sometimes his boss does not 
realize it, either! 

The object of shopkeeping as I see it is to do 
annual turnover every month; therefore, multiplying 
it by twelve, you could take half the profit and make 
a great deal more than if you charged the full profit 
and waited a year to sell the goods. The window is 
your silent salesman. Treat it as such. The modern 
shopkeeper also does not realize that his business is 
to get that idle dollar or five dollar note that the 


- woman has been carrying around for a week, and 


possibly passes his shop ten times and has not spent 
anything—and then when she ultimately lands in 
front of the most brilliantly lit and effectively dis- 
played leading draper’s window in the town, and goes 
in and spends the money which she has been pass- 
ing his shop with so often, he says, “That dashed de- 
partment store seems to be getting all the money in 
the place’”—but it is not the people he should blame, 
but himself, for not taking a hint from the other 
fellow’s cleverness in getting the money from the 
woman that he could have had. A lot of people say 
that this is a very unreasonable argument of mine, 
but you, gentle reafer, who are reading these casual 
remarks of mine, stop for a moment and think how 
long it is you have had that change in your pocket 
or that five dollar note tucked away in your note 
case, that has neither bought anything and added to 
the prosperity of your country, or made any profit be- 
cause you did not put it in the bank on deposit. I 
assume that there is at least two million sterling car- 
ried around every day by people who ought to spend 
it, and don’t, and it is nobody’s fault but the shop- 
keeper’s. 

If I have made you thoroughly pessimistic with 
this little sermonette, | hope I may be forgiven, and 
that from this little talk of mine you have gained one 
tiny idea which, if applied, may bring you greater 
revenue. If so, I know you will sit down and write 
to me some day, and tell me how much good the 
sermonette was. In any event, if somebody decides 
to start a window dressing aSsociation (local display 
club) in your town, try and be the first member, be- 
cause the advantage of being the first member is 
that you may be elected president, and then the local 
papers will give you some free publicity. 
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KOESTER GRADUATE 


Kotex Window Contest 
Grand Prize of $2,500.00 

















Mr. David Smith, with B. F. 
Schlesinger, & Sons, Inc., Oak- 
land, Cal. a graduate of the 
Koester School, won first prize 
of $500.00 for best display in 
Dry Goods stores in towns 
over 25,000, and won the 
$2,000.00 prize offered for best 
window submitted in_ all 
classes, or a total of $2,500.00. 


This is one of the finest 
achievements to fall to the 
lot of a display man, not only 
because of the large prize, but 
because of the strong compe- 
tition of over 2,000 entries. 


This contest, with prizes 
amounting in total to $16,- 
000.00, was the largest window 
display contest ever staged, 
both from the standpoint of 
prizes offered and photographs 
entered. 


The fact that a firm such as the Kotex Co. gave $16,000.00 as prizes 
in a national window display contest is an excellent commentary on 
the present day value of the show window as an advertising medium. 


1927 Classes 


Started January 3rd 


If you are going to 
enter in time to prepare 
yourself for the Spring 
Opening season, you must 
act quickly. If you have 
been considering a course 
of study in Window Dis- 
play,, Advertising and 
Card Writing, now is the 
time to enroll. You will 
never have a better op- 
portunity to secure a high 
salaried position than next 
season. The Koester 
School will in 1927 enter 
on its twenty-third year 
of an unusually successful 
career. 


This book should be in the hands of every clerk and merchant. 
possible success for you in your future work. 





All Our Studies Explained in Our Year Book 


It outlines the way to the greatest 
It shows the work of many of the thousands of successful 
It shows you how you can study at home and pay in easy monthly payments, or how you 
can attend our school and devote all your time to study under close, personal supervision of the best 
instructors in the world. Window trimming is the only study we do not teach by mail. 


The KOESTER SCHOO 





314 S. Franklin St. 
Chicago 
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Giving a Quality Tone to Hardware 








The Displayman Who Finds This Line Difficult Can Draw Valuable 
Inspiration from the Work of Lansing Windowmen 


HERE’S nothing to prevent the hardware 
dealer from presenting his public with as 
pleasing and sales-producing displays as 
as his brethren in other lines of business. 
And, what’s more, he is doing it. Anyone 

who will take the time to look about will find on all 
sides hardware windows just as cleverly handled, with 
just as costly permanent backgrounds and just as good 
accessories, as most of the windows of his community. 

He may not have the time to perfect the scenic back- 

“grounds, to introduce the wax figures, and to perfect 
the skillful and intriguing spectacles that are sometimes 
woven around the current events by the department and 
specialty stores, but when it comes to seasonable show- 
ings with dignity and distinction he does not stand aside 
for any of his competitors. 

Witness the accompanying illustrations from the 
windows of Lansing, Michigan, stores. They are as far 
apart as the poles in their subject-matter, and yet are 
equally attractive and effective. Electric percolators are 
most frequently seen in the displays of public utilities, 

but they fall within the province of the hardware dealer, 
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A. D. Vandervoort’s Model Paint Window, Lansing, 


‘about the buckets and tins in which the items are packed. 









Mich., Which Gives This 


and they appeal to a class of trade that buys the best. 
Manifestly, they require careful. handling and envelop- 
ment in surroundings that give them grace and augment 
their beauty. Their splendid polish, their perfect metal, 
the craftsmanship oftheir manufacture, alike tend to 
arouse interest. Mr. F. J. Stahl, of Stahl’s Hardware, 
has utilized all these virtues in his display without the 
addition of a single ornament or embellishment save his 
drapings. Modern windows constitute the formula for 
his methods. 

The backgrounds are of Circassian walnut with fix- 
tures to match. . The urn, which is the center piece of 
his showing, is placed upon a red plush drape, which is 
carried down to the edge of the foreground across the 
cream-colored rug on which the body of the display is 
grouped. The merest glimpse of this window is suffi- 
cient to reveal the ability of the decorator who in- 
stalled it. 

Now consider, as a contrast, A. D. Vandervoort’s 
paint display for the Vandervoort Hardware Co. Here 
certainly is a prosaic ware, with nothing ornamental 


Unassuming Product Dignity and Quality 
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Notwithstanding this handicap, Mr. Vandervoort has 
converted his window into a pleasingly artistic showing, 
in which his goods, arranged symmetrically, with faith- 





e . ‘ bes: 


Electric Urn and Percolator Display by F. J. Stahl for 
Stahl’s Hardware Co, Lansing, Mich. 


ful attention to the color requirements of the labels, 
acquired a seldom noted dignity. The laws of balance 
are carefully observed, and the difficulty often found 
in offsetting the ragged appearance of the meeting of 
the buckets and the floor covering is overcome by 
stretching a long plush drape in front of them at this 
point and using this as the base for a showing of 
brushes. The dark plush in this fashion serves a second 
purpose through development of color contrast with 
the light-handled brushes. 

An interesting feature of the brush display is the 
fact that every one of them, with the exception of the 
“keystone” about which the others are grouped, is 
turned to the viewer just as he would pick it up if laid 
before him on the counter. This is a practice endorsed 
by a number of expert hardware displaymen. 

But more important than these innovations is his 
resort to plush hangings and potted ferns to relieve the 
severity of his materials. Compare this layout with the 
general run of paint windows and the measure of Mr. 
Vandervoort’s research and planning becomes apparent. 

The same measure of improvement is being shown 
in many other branches of hardware. Wholesaler and 
retailer alike are swiftly advancing the standards of 
window advertising prevailing in this field. 


What About Men’s Wear Windows 


(Continued from page 20) 


sewed on the same machines, and sold at virtually the same 
price as competitive stock. : 

What is he to do to create a personal clientele, to give his 
store a distinction. and attractiveness that rises above the 
mass? If he is to build up his business instead of merely 
getting his share or a part of his share he must “be different.” 
This is justification enough for variety. 

Stunt windows are not to be considered. Any experiment 





which lowers the dignity of the establishment is a costly - 


device no matter how much immediate gain it produces. But 
moves to crash through the deadly monotone which depresses 
the clothing field need not assume this characteristic. They 
should be simply interpretive and and descriptive; their 
province should be to give a different guise to an old, theme. 
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“You'll be Surprised”’ 


Send for our Catalog 
No. 35B, with our new 
net price list on com- 
plete line of Tee Stands, 
Draping Stands, Piece 
Goods Stands, Price 
Card Stands, etc. These 
supplied in either brass- 
covered, weighted bases 
at surprisingly low 
prices, nicely polished 
cast bases at still lower 
prices, and with strong 
sheet steel bases at 
prices you cannot resist. 




















We have been making fixtures for many years, 
and all goods are guaranted to be well made and 
will give satisfaction. 


Revised price sheet, now in hands of printers, 
will be sent soon upon receipt of your request. 


You Want Fixtures of Best Quality at 
Lowest Possible Figure 


“WE WANT YOUR BUSINESS” 


J. B. Timberlake & Sons, Inc. 


JACKSON, MICHIGAN 














RPP PDO 
PPA A lll ll lll 














4 
4 
4 
4 
. 
4 
4 
: 
4 
4 
. 
4 
4 
4 
4 
4 
4 
s 
4 
4 
* 
4 
4 
4 
4 
4 
4 
- 
4 
4 
4 
4 
4 
4 
rn 
+ 
a 
4 
4 
. 
4 
4 
6 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 


For Beautiful and Attractive ¥ 


SPRING DISPLAYS! | 


Use richly patterned fabrics that will attract 4 
passers-buy to your windows. 


FLOWERED MENDELINE 


Beautifully embossed rose. and spider web design 
in a variety of color combinations. 


ROSE PATTERN SATIN 


Designed in colorful groups of lifelike roses on a 
background of black satin. 

Our fabrics are handled by the largest display fix- 
ture dealers, who will be glad to show you our line 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York 
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You Can Study at Home in Spare Time or Specialize 
At the School Under My Personal Direction 


IG money. Fascinating 

work. Unlimited field. 
Chance to own your busi- 
ness. Many earn $50 to 
$200 weekly. Easy and 
quick to learn. We teach 
you in your spare time— 
few hours weekly—at 
home or school. Thousands 
of successful graduates. 
Original and largest school 
devoted exclusively to this 
profession. Complete, 


thorough-going courses in 
TUE RPE ose ol) branches, Sign Pane 
Poster Designing and Com- 


mercial Lettering. Write for information and Strong’s “Book of Facts”. 


STRONG’S DETROIT SCHOOL OF LETTERING 


+ Sarena Est. 1899 Detroit, U.S. A. 
Fer 108 ma catalog of sign and show-card teals and meterials, address Supply Dept. 
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How Matzer Handled Holiday Display 


A Glimpse of the Display Devices Which the Columbus Manager 
Used to Sheer Away from Customary Yuletide Practices 


HRISTMAS _ holi- 
days and late fall 
called into play all 
of the genius of 
Andrew Matzer, 

display manager for the F. & 

R. Lazarus Co., Columbus, 

Ohio, and the test proved his 

scope broad and his versatility 

unquestionable. There is a 

fineness a bout his work. that 

betrays his hand in almost all 
of his windows. Even without 
the identifications, pictures of 
the displays proclaim the au- 
thorship. There is a sugges- 
toin of the Orient, a grace and 
delicacy which needs to be seen 
to be appreciated. His deco- 
ratives seem to blend into each 

other and are handled in a 

manner that is peculiarly his 

own. 





In the windows which were 
produced during the holidays 
these qualities stood out with 
clearness. And his program 
was ambitious. There was an 
unusual display of evening 
wear in which the fitness of the 
featured garb was linked up 
with three impending musical 
events. 


Three large adjoining front 
windows were used for this un- 
usual evening wear display 
that marshaled in the week 
when three great musical ar- 
tists, John McCormack, Raquel 
Meller and Feador Chaliapin 
charmed the Columbus public. 


Floral artists arranged with 
fern leaves, the five lines and 
the G cleft of the music staffs 
hung to the back of each of 
the windows. On the staff in 
the north window the name of 
Chaliapin was written in note- 
like letters with yellow and 
white flowers. Two beautiful 
models, showing pink taffeta 
frocks, a white silk evening 
cloak flung over a long bench, 





By CHARLES R. ROGERS 
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RECENT MATZER CREATIONS.—At the Top is a Fur Coat and Luggage Display Which 
Differs Widely from the Usual Treatment in Showing in the Background a Portion of the 
Interior of a Chair Car. The Show Card Reveals That This is Intended to Present! 
Winter Tourists Gazing from Car Windows at the Wonders of Glacier Park. Immediately 
Below This is a Snowy Showing of Linens and Glassware, the Centerpiece Brought Out 
Strongly by a Dark Hanging the Width of the Table. The Last Window Shows Medieval 
Furniture in a Commodious Space, the Beauty of the Suite Reflected in a Huge Mirror 
Occupying an Entire Side 
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Display by R. H. Macy and Co, 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 


ILLUSTRATIONS ON REQUEST 





Inc., New York City 
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mannequins Siegel 


303 Fifth Avenue, New York City 


DISTRIBUTORS FOR U. S. A. 















































No. 2999 Adjustable Lattice-RAMBLER 


DECORATION 


No. 2999 illustrates adjustable 
frame applicable to any round 
or square post. In ordering, 
state circumference of your 
round post or diameter of the 
square post and we will furnish 
you with green painted adjust- 
able lattice frame to cover 25 
Senee: TCC LO: 6 56a Ss i wis Cosas 


Add 1 dozen natural prepared 
oak branches which you lay 
over the lattice for............... 


For Spring, you can add apple, 
cherry or dogwood blossom dec- 
orations; also wistaria, ram- 
ble: rose or lilac. 


$5.00 
$3.50 


$8.50 


No. 2149 Stand of 
Iron 


filled with natural 
prepared feras and 
drooping ivy vines, 
complete 


$6.00 


Write for copy of 
our SPRING CAT- 
ALOGUE No. 2 of 
Artificial Flowers, 
Vines, etc., mailed 
FREE ON APPLI- 
CATION. 


Frank Netschert, Inc. 


61 BARCLAY ST. 


NEW YORK, N. Y. 

















BABY HERCULES 


—SPOT AND FLOOD— 


DESIGNED ESPECIALLY 
FOR THE DISPLAY MAN 


HUMB screw at bot- 
tom for focusing has 
a 3-inch range of adjust- 
ment. The entire front 


containing the lens 
telescopic, ‘ allowing 


further adjustment of 2 
inches, This enables the 
focusing from a 2-foot 
spot to a 10-foot spot at 


a 10-foot range. 


The front is removable pe flood lighting. 
Spring clips are provided to hold color frame when 





is 
a 














used either as a spot or flood light. 


It contains a 334-inch spherical reflector and has 


a 5-inch imported condensing lens. 





Complete as shown $ 


with three color gelatines 





DISPLAY STAGE LIGHTING COMPANY 


334 WEST 44TH STREET 
NEW YORK 
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two pairs of silver slippers, a purse and a lace hand- 
kerchief completed this window. 

The name of Raquel Meller was written with white 
and lavender flowers on the staff in the middle win- 
dow where two white crepe gowns, an ermine coat, 
lined with black velvet, and a black metallic scarf 
‘were displayed with other small accessories. 


In the south window, two girlish frocks of com- 
bined pastel shades of green, lavender, pink and gold 
were shown before the staff, on which was written, 
with yellow and white flowers, the name of John 
‘McCormack. A green shawl, embroidered in many 
colors, and other small necessities for the evening cos- 
tume were also shown in this window. 


Turning to a more difficult subject handled as 
deftly he portrayed scenes from the children’s book, 
“Shen of the Sea,” Chinese stories for children, as a 
background for a massed book display. These he 
silhouetted in black upon a bright, yellow-orange 
background. These scenes, like those in the toy 
animal window were framed in autumn foliage and 
arranged so that they passed mechanically into view. 


Two tall draped stands at the side backs were 
filled with books. Hundreds of other books were 
stacked, piled or arranged in low book racks on stands 
and low tables, or on the floor. 

Without a doubt the strong contrast of the black 
and yellow-orange combinations used for the pictures, 
together with the scenes themselves, made one of the 
‘most striking windows ever conceived for a book 
display. 

Four very striking window trims, unusual in back- 
ground and layout, were those named “Gifts from the 
Other World.” 

A large, open book, placed to the back of each 
window, showing on one page three shelves on which 
‘was displayed the merchandise of the country or 
icountries whose map appeared in a kind of colored 
‘panoramic view on the opposite page. The pages of 
‘these books were six feet high and four feet wide. 








With this Oriental Design from a Chinese Story Book, Mr. Matzer Shaped an Unusual Showing of Children’s Stories 


P Tt emanate 7 < “ep 
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The entire book, including the shelves, was finished 
in gold, giving a very rich effect. 

Choice bits of merchandise from each of the 
countries were artistically arranged about and in front 
of these open books. Tiny flags with the name of the 
country they represented were painted on small cards 
and placed on each article shown, so that spectators 
could easily tell from which country the merchandise 
came. In the display were imports from France, Italy, 
Germany, England, Ireland, Scotland, Holland, Bel- 
gium, Japan and China. 

A large red circle, six feet in diameter, and bound 
in green foliage, was placed at the center back of 
a “distinctly different’ Christmas card window. The 
greeting cards were scattered over this entire circle. 

At a spinet desk, placed at the back against the 
circle, was a beautiful model with quill pen in hand. 
Other writing materials were on the desk. 

Two tall, lighted candelabra, placed to the back 
on either side of the circle, enhanced the effect by 
giving a decided Christmas atmosphere. 


Linens were given prominence in showy displays 
set off by short foliage-trimmed : hangings, forming 
a background as wide as the dinning table, which served 
as the set piece of the display. 

A gorgeous canopied bed formed the chief attrac- 
tion of a suit of massive medieval bedroom furniture 
shown in a huge window, whose beauty was heigthened 
by a great mirror which occupied one entire side. 

Nor was this all. Under his direction the store’s 
toy department was transformed into a veritable fairy- 
land alive with color pictures, lights and music. Each 
of the twenty-nine great pillars that support the ceil- 
ing received a very unusual decoration. They were 
covered from the ceiling down to about eight feet 
from the floor with a colorful picture of some nursery 
rhyme, the scene of which ran around all four sides. 
To the bottom of these pictures was sewed lengthwise 
six inch strips of materials of all colors, forming a 
pointed finishing edge about eighteen inches wide. 
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A canopy of similar strips hung from the ceiling, 
about fifteen inches away from the sides of the pillars. 

Upon each of these long, pointed strips of ma- 
terials, three round mirrors (one inch in diameter) 
were, glued. Revolving spotlights caused these hun- 
dreds of tiny mirrors to sparkle and glow, thus catch- 
ing the eye and creating more of the fairyland atmos- 
phere. 

In one corner of this wonderful toyland there was 
a real king’s castle of grey stone effect with colored 
glass windows and two balconies. Daily at this 

“huge” old castle Magic Midget Theatre shows were 
shown to audiences of a hundred children. 

Along the other two sides, above the shelves of 
toys, were low winter scenes, between which have 
been placed large, open books, the pages of which 
were six feet high and four feet wide. The left page 
of each book showed a large picture of one of the 
popular nursery rhymes, and the right-hand page had 
been constructed like a stage with scenery to the 
back, and the figures in the rhyme at the front. Side 
lights and footlights that went on and off automati- 
cally added to the theatrical atmosphere. 

‘And now with the holidays past he has turned to 
different subjects. Here, too, there is an element of 
surprise, for along with the southern resort wear, 
which is the favored subject of windowmen at this 
time, he has fashioned a display in which a group of 
feminine passengers seem to be looking from a car 
window out upon the snow-clad peaks that limit the 
Glacier National Park. A show card in the back- 
ground reveals that this represents afternoon tea 
aboard the “Oriental Limited,” the Great Northern 
Railway’s crack train to the coast. As might be ex- 
pected, the merchandise featured consists of luggage, 
fur coats and millinery. 

It is interesting to compare the productions of 
such representative midwestern displaymen as Matzer, 
Patton, of Ayres’ at Indianapolis, and Hershey, of 
Stewart’s in Louisville. Each has a brilliant and 
characteristic technique and — is decidedly dif- 
ferent. 





SPRING GIFT AND ART SHOW TO OPEN | 


The spring show of the National Gift and Art Associa- 
tion will be held as usual in the Adelphia Hotel, Philadel- 
phia, from February 28 to March:5, 1927. Philadelphia is 
practically the center of over 50 per cent of the large buying 
markets of the country and its location is convenient within * 
a few- hours journey from all eastern cities. 

Reservations for exhibiting manufacturers, importers and 
wholesale distributors are now completed and the directors 
of this Premier American Wholesale Buying Market antici- 
pate a record-breaking attendance. Buyers for departmenc 
stores, gift and art shops, furniture stores, jewelry stores, 
electrical shops, stationery stores and all others interested 
in gift and art merchandise are cordially invited. 





HIGH CONFIDENCE PLACED IN SELLING POWER 


Knabe’s piano warerooms on Fifth Avenue, New York 
City, recently had on display in their main window facing 
Fifth Avenue a French Renaissance Grand piano which they 
offered for sale for $18,000. A display card stated that the 
work of art was hand-carved in Italy. The background 
showed a black velvet drape faced with a piece of red and 
gold antique tapestry. 
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Count the Glances! 
Check Your Sales! 


Are your display windows arresting at- 
tention . . . do they sell merchandise? 
They should! 

If you are not getting full benefit from 


your window, you should install new fix- 
tures . 


Onli-wa Display Fixtures 


Your sales will climb, your displays will 
be easier to arrange. 


Note the attractive fixtures illustrated! 
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Fixture Co. 
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Beautiful Fabrics make 
Beautiful Windows! 


Increase your sales through your window by using 


MAHARAM 


ORIGINAL AND UNUSUAL 
ua om 
Display F'abrics 
Manufactured at Our Own Mills 
Now you can buy your window display fabrics in any 
quantity direct from the manufacturer offering a wide 


range of superior fabrics in effective colors at prices 
that will astonish you. 


WRITE FOR SAMPLES AND SUGGESTIONS 


MAHARAM TEXTILE CO. 


107 West 48th Str New York City 
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SCULPTURAL 
—— ne Displays 


Corset and Brassiere, Hosiery 
and other manufacturers using 
displays of one form in quan- 
tities of 100 or more, write 
for our quotation, describing 
your réquirements. 








American 
Sculpture Company 
20 E. 42nd St, N. Y. City 








We Make Model from Description 
or Trade Mark 
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A Page of Suggestions for Spring Openings 
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WINDOWS THAT FIT THE NEEDS OF THE MASS OF STORES 


The eight displays shown here were produced in stores’ operating on budgets similar to the mass of establish- 
- ments in the smaller cities of the country. That they possess grace and dignity, as well as the essential sales- 
pull is self-evident. The pair at the top are examples of the skill of J. O. Faubion, display manager for Ramsay 
Bros. Co., Pittsburgh, Kansas, and typify the style and character which won him the loving cup offered for the 
best displays on view during the last Pittsburg Opening. The remaining six are instances of the window ability 


of R. K. Henry, of Efirds, Charlotte, N. C., a chain store unit which fully realizes the value of good windows. 
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E find that our 
effort put forth 
last fall has 
awakened several 
of the merchants 


of LaSalle. When we sug- 
gested an “opening” show 
through our Chamber of 


Commerce meeting some of 
them considered it an added 
expense that meant nothing. 
Now as we are approaching 
the spring season I have had 
several merchants call on me 
to find out what I am going 
to do this season. Among 
these are the merchants who 
were most opposed to an 
“opening” and attendant ex- 
pense. It seems now that 
there must be something in a style show, as they are all 
wanting to get Started. 

Neustadt’s have been planning a big show for 
spring since last fall. We are going to buy all new 
walnut fixtures, but we are not stopping with these. 
We are also going to buy a nice background, such 
as you see in the larger cities. We are planning on 
caenstone with walnut relief doors, and I also might 
add that we are planning on wax figures pretty strong. 

We have a very large store and our displays are 
much higher class than before and the “boss” is 
satisfied that the business feels it because business 
in general hasn’t been very good this. fall and win- 
ter according to other merchants, and this holds true 
of the farmers’ trade. Most of our crops here were 
ruined by rain, but in spite of this the “boss” says 
that our business is much better this year than last 
year and he attributes it to better windows. 

My belief is that stocky windows don’t pay and 
I have proved to the boss that they don’t. First of 
all, we are going to the auto window shopper. After 
he has his supper (I say supper because the evening 
meal is called that in factory communities) he takes 
his car and family and starts for a ride. They go past 
windows that are real stocky and never pay any at- 
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Initial Opening Changes Their Minds 


Merchants of Illinois City Who Resisted Autumn Show Project Now 
Ardent for Spring A ffair—Better Windows Offset Slump 


By PAUL W. HAMLIN 
Display Manager, Neustadt’s, La Salle, Il. 





Tigers in the Jungle! Natural, Isn’t It? J. O. Faubion, Ramsay Bros., Pittsburg, Kansas, 
Used the Window at the Opening of the Holiday. Period 


tention to them; next they come to a store with mer- 
chandise in window settings that create atmosphere 
around it. Right away this takes the 15-mile-an-hour 
auto window shopper. Of course, a lot has been said 
about our change in trimming, both in the daily 
papers and among the general public. When our cus- 
tomers are downtown we try to give them something 
worth coming down to see. 

We believe in price tickets. They are an added 
attraction when they are small and clean with plain, 
neat figures. You can overdo price tickets by having 
them too large. I suggest price tickets two by three 
inches because you can make a neat figure, and they 
take very little space on the merchandise. 

Every displayman should study the community in 
which he serves and by doing this he can always find 
out in what it is most interested. Some want price, 
others quality, and some both. I find here that I have 
a class that wants price. I give it to them, but not 
in a stocky way. I give them neat windows. I use 
in my high-priced windows four suits, two overcoats 
with the proper accessories ; in the same size window 
I use six suits and three overcoats in cheaper mer- 
chandise, and my windows are not crowded. All my 
cards are of uniform size. ; 








Spring openings will begin to take form in the next 
fortnight and every displayman will want. to garner every 
possible advantage from his efforts. For the aid of those 


displays from last year are presented on the opposite page, 
all of them graceful specimens of department store in- 


| 

| who have not yet completed their plans, a group of eight 
| 

| stallations which can be imitated with full reliance upon 
| i 


| ARTICLES THAT MEAN MUCH TO THE STORE PLANNING AN “OPENING” 


effectiveness. For the merchant or displayman who is not 
wholly convinced of the value of the “opening,” the above 
article by Paul W. Hamlin, a display manager with long 
experience in medium-sized stores, ,will be interesting and 
instructive. J. O. Faubion’s story (page 34) of the last 
Pittsburg (Kansas) fall opening points the way to succes- 
sive events exerting continuous appeal. 
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Seattle Club Nettled by Paxton Charge 


Members of Puget Sound Club Pledge Aid to International and 


THE DISPLAY WORLD 








February, 1927 





Pacific Associations in Meeting Writer's Onslaught 





When J. V. Paxton, writing in Printers’ Ink, January 6, 
charged a number of manufacturers selling direct to the 
dry goods trade with an array of unethical practices, he 
included display fixture makers in the group. In an in- 
conspicuous paragraph he declared, “A man who should 
know tells me that a large percentage of the fixture 
wholesalers in the country are paying their patrons, the 
retail display managers, bonuses of 10 to 25 per cent for 
orders without the knowledge of the store executives. 
This is, frankly, bribery; it cannot fall into any other 
category.” 

Notwithstanding the fact that this accusation appeared 
far down in his story, it instantly roused a storm in dis- 
play circles, manufacturers and displaymen at once join- 
ing in a resounding counter-attack upon the aggressor. 





PAXTON ACCUSATIONS AROUSE A STORM OF PROTESTS 


Ralph Garrison, advertising manager for J. R. Palmen- 
berg Sons Co., became the spokesman for the manufac- 
turers, following publication of the Paxton article, with 
a rejoinder shortly afterward in which he scored the 
writer for branding the craft with the sins of an insig- 
nificant minority. W. L. Stengaard, on behalf of organized 
displaymen, added his criticism to that of the manufac- 
turers, declaring it unjust to blacken the reputation of 
the display profession on hearsay. 

The first evidence of the wrath which the article had 
stirred up among organized displaymen came with the 
meeting of the Seattle displaymen on January 26. How 
the Seattle men dealt with the situation is revealed in 
the news letter by Secretary M. M. Charlesworth, which 
follows. 








T was 12:45 at noon on January 26, 1927. 
The Seattle Displaymen’s Club had just 
finished a most sumptuous repast, a new 
meeting place had been decided on, semi- 
monthly meetings had been favored, all 
was serene, when—BANG! J. Wilson, past-president 
of both the Pacific Coast and Seattle Clubs, rose and 
made known that an article had appeared in Printer’s 
Ink by Mr. J. V. Paxton, manager of a Kansas dry 
goods company, in which he accused a large percentage 
of displaymen of accepting graft (can we use any other 
word and be honest?) from manufacturers of display - 
equipment. Mr. Wilson stated that, as far as he knew, 
the goods had always sold on their merits. 

Mr. Charles Boyd (daddy of Pacific Coast dinien: 
men) was on his feet like a flash, and stated that his 
house did not pay commissions to any but their own 
men, and he had no knowledge of any case where a 
displayman had asked for or had been offered a ‘“‘rake- 
off” by the manufacturer. 

Silence reigned for a moment. Members were 
dumfounded that a man of ordinary intelligence, and 
especially one holding the position of Mr. Paxton, 
should rely on hearsay only in making such a sweeping 
attack on men who have given, and are giving, more in 
health, time, effort and study to furthering retailing 
than any other group. Speakers insisted that Mr. 
Paxton should be asked to prove his statements. It 
rankled that he should condemn the entire profession 
for the actions of a few unworthy individuals. “Yes! 
There may be grafters in all walks of life; even store 
managers may get a “rake off.” Who knows? But we 
give them the benefit of the doubt.’”’ It was the sense 
of the club that Mr. Paxton’s charge was absurd, and 
his reflection upon the display profession, to say the 
least, unwarranted. Members took the position that his 
contact with the craft was too slight to give any value 
to his criticism. 
every business, and that is why there are more than 
seventy-five members of the Seattle Club today. When 
he took a wallop at the manufacturer we wonder if he 
realized that he incidentally branded the majority of 
disnlaymen as grafters? Personally, the writer would 


It takes time to sift the husks out of : 





feel genuinely sorry for any one who offered such a 
bribe to any displayman he knows. 
But time was fleeting, and the Seattle Club went on 
record as being in perfect accord with any action the 
Pacific Coast Association or International Association 
might see fit to take in this matter. From the Gateway 
to the Orient, the Last Great West, the City of Seattle, 
we say: “Mr. Paxton, how do you get like that? Come 
to the wide open spaces and tell us to our faces, and 
bring the man who should know but does not.” 





Keeping Window Rivalry Alive 


Kansas Merchants Frame a Cup Competition That 
’ Keeps Contestants Constantly on Their Mettle 


By J. O. FAUBION 


Display Manager, Ramsay Bros. Co., Pittsburg, Kansas 


ITTSBURG’S “fall opening” was conducted along 
the same lines here that other cities have used,, 
was decidedly successful, and inspired us to look 
forward to another such occasion. The Pittsburg 

Retailers’ Association has offered a large silver cup to the 
store presenting the best fall opening windows. This cup 
must be won by the same store three times before it comes 
into the permanent possession of that store. The Seymour 
Dry Goods Company won the cup last season and Ramsay’s 
this season. This creates competition which has proved very 
keen and much enthusiasm is aroused in behalf of displays 
here. 

Windows were veiled three to four days preceding the 
opening- September 20 was the day, and promptly at 7:15 
o'clock the fire siren was sounded announcing the hour of 
unveiling. Already a throng had lined the streets, which 
had been closed to traffic. An eager throng it was, too. Drug 
stores, jewelry stores, furniture stores, hardware stores, and, 
in fact, practically every line of business vied for honors. 

Displays were very good and I was much in doubt as to 
the outcome of the contest, but our store now has the pos- 
session of the cup and it only remains to be seen who will 
win it next season. 

Displays were judged upon the following features: Neat- 
ness, sales promotion, general arrangement of merchandise 
and lighting effects. 

In the drape window I featured gorgeous ‘brocades in 
silver cloths to produce an especially beautiful effect. A 
purple background supplemented a black and gold screen in 
the center back. The hats used were of the same materia! 
as the drapes. A gold lighting effect was used. 
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on Another artistic and unusual example of scroll and filigree work cut out of ordinary wallboard. Designed and produced by 
the Mr. Bruce Phenix, Display Manager, Perkins Brothers Company, Paris, Texas. 

ion 


ay The Display Man who owns and uses a 


tle, 


md Cutawl---never wants for paying work 


The displayman who has a Cutawl to do the hard cutting out—need never hesitate to accept assign- 
ments for extra work. The illustration above affords striking evidence of this. 


Creating the design and producing the finished decorative panels for an organ in his local theatre, 
at as shown here, represents a tremendous amount of work that the Cutawl SAVED for Mr. Phenix—as 
it will do for any other ambitious display man. 


? THE INTERNATIONAL 


ong ‘‘Indispensable” g 
sed, Says the Designer of the 
ook Above Decoration. 





urg “We are well pleased with 
the our pgpeses This bong _ 
i create : ” aa ? 
cup pir gPbanitenny daolays that will make “extra work” of this intricate character profitable. The actual 
mes would otherwise be prohibi- designing and laying in the outline on the wallboard surface is the hardest 
ier oes an expense stand- part of it. After that the Cutawl “follows-through” to successful completion. 
sea oer x alee i? Its speedy and accurate cutting awl trails every line—cuts out every 
y Enclose . ee unwanted portion, until the beauties of the finished and artistic design are 
rery you a photograph of the in . : 
sf terior of local theatre show- left in bold relief. 
ays ing the organ-grilles and ; : . ; 
scroll work above the stage. Imagine having to do work of this delicate character by hand! It just 
the This wallboard filigree work could not be done. The danger of breakage and loss of time and effort would 
looks high powered-and ex- _ : ad M a foleas , 
+15 pensive, and it would be be too great. That’s why progressive Display Men demand the labor-saving 
of if sawed from wood. We service of the Cutawl. 
; find this machine indispen- 
lich sable for making (eer 
for shadow boxes and scro 
rug Y Be 
work for background cut- S d f ¢ wl od 
und, out letters for signs, etc. en or our uta ay 
: mentee: | Try It 15 D Free Trial 
40 chine is practically nothing.” ry t ays---on Free Iria 
)OS- BRUCE PHENIX, : . ; ; ‘ 
: . Display Manager, Instead of trying to get along without it any longer—send for this Cutawl equip- 
will Perkins Bros. Company, ment today. Our Free Trial offer permits you to make use. of the Cutawl for 15 days— 
Paris, Texas trying and testing it out on your own work to your own satisfaction. Surely one could 
not ask for anything more or better than this. Write: today. Let us send you all the 
rat- ag PPR a AB Peg POE BO Sg BM USAT. details of this fair and liberal offer. Simply address 
lise 


in THE INTERNATIONAL REGISTER Co. 
13 South Throop Street, CHICAGO 
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Hennessy’s, of Butte, Use’ Simple Methods of Stimulating Interest 
in Celebration of Their Fortieth Anniversary 


By GEORGE D, TAYLOR 
Display Manager, Hennessy Co., Butte, Montana 


HE fortieth anni- 
versary of Hen- 
nessy’s Depart- 
ment Store, in 
Butte, Montana, 

was held during the first week 

of November, 1926,and proved 
one of the big attractions of 
the mining city. 

The sale had been eagerly 
looked forward to by the resi- 
dents of “the richest hill on 
earth,” as this store, from the 
pioneer days to the present 
day, has been looked on as the 
leading department store of 
Butte and of all- Montana. 
Dense crowds thronged the 
different departments, and. the 
decorations and embellishments 
were much admired. 

The fitm of Hennesy’s can 
well lay claim to having edu- 
cated the public of Butte and the state to the fact that it 
is the “style center” of the “Treasure State,” and a visit 
to the imposing ready-to-wear, millinery, and children’s 
departments on thg entire second floor commands the 
attention and invites the inspection of the leading style 
creations of the day. 

It is acknowledged in the northwest that when the 
Hennessy Company puts on a sale it is a real savings 
event, combining quality with the values offered, and 





In This 1926 Hennessy Window by George D. Taylor Style Changes Are Effectively 
Contrasted With the Earlier Windows , 


Back in 1905!' An Artistic Hennessy Display of That Time Installed by E. W. Softely 





the fortieth anniversary sale was no exception to this 
rule. 

The store was beautifully decorated with a combi- 
nation of fall foliage on silver and black placques, and 
the sale was advertised in the building by means of 
beautifully colored half-sheet cards in gold, red and 
silver, with a lighted candle for each of the forty years 
of the firm’s successful career. 

The window backgrounds were treated with placques 

of silver and black, on which 
were arranged autumn foliage 
in fall colors, orange predomi- 
nating. In each of the large 
front windows was an immense 
basket of natural flowers, add- 
ing materially to the effective- 
ness of the display. 

The whole scheme worked 
out by the decorating depart- 
ment had a very beautiful and 
startling effect, and was very 
much admired and favorably 
commented upon. 

Every department was rep- 
resented in the windows, the 
most prominent displays being 
those of silks, men’s apparel, 
ladies’ ready-to-wear, and mil- 
linery. 

Instead of the usual crowd- 
ed sales windows that are so 

‘.» common everywheré, we varied 
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in this instance, trimming eur windows lightly but 
maintaining an artistic and an unusually novel: sale 
effect. Each article was shown to the best advantage, 
and the price ticket was plainly visible. On each dis- 
play sheet card was printed one outstanding talking 
point, which challenged the attention of the passing 
public. We struck upon a happy method of attracting 
attention and advertising our window displays by public 
comment. We had on file in our display department 
about forty pictures of the Hennesy Company’s store 
(interior and exterior) taken during different periods 
of its history. We featured these, neatly mounted on 
cards, throughout the windows. 

In our large windows we placed pictures of the 
store’s opening windows of the year 1905, with the 
models dressed in the styles of that period, the muff and 
fur predominating. These old displays were the talk of 
Montana at that time, having been installed by that 
master of the display profession—Mr. E. W. Softley, 
who, by the way, is still in business in Butte, and from 
time to time gives the writer of this article some valu- 
able advice. 

Seeing that many of our customers today were Hen- 
nessy employees of yesterday, it does not take much 
imagination to picture the value derived from the use 
of these old-time photographs. They were the talk of 
the town that week, and, naturally, many sales resulted 
from the spoken publicity. 

We also placed in our windows copies of our first 
advertisements, which appeared in the Anaconda Stand- 
ard, Butte Miner and Butte Daily Post of 1886. It 
was astounding to see the pioneer residents of the city 
calling one another’s attention to the old-time wood- 
cuts and methods of newspaper advertising which pre- 
vailed at that period. There was hardly a minute of the 
day that you could not see groups of enthusiastic people 
discussing these memories and making the round of the 
windows. From a merchandising standpoint the anni- 
versary was a distinct success, and the advertising of 
the store was, of course, invaluable. 





My Career in London Windows 


(Continued from page 17) 
all brothers of a great and glorious profession, shall 
have an interchange of delegates at our conventions 
—the day when we shall all, America and Britain, 
belong to a real international association. 

In conclusion, let me quote from a great Amer- 
ican, one who has done much for commercialized art, 
and to whom I owe much personally. I refer to Frank 
Alva Parsons, the president of the New York School 
of Applied Art, who has said: “What there is in a 
man goes into what he does, and nothing else goes in. 
Only as we teach, train, cultivate and nurture the 
idea of fitness and beauty in everything will it be 
possible to produce a race that has the art sense. The 


art sense is essential to man’s happiness and his ° 


efficiency in all social and economic life. It is not 
enough to teach reading, writing and arithmetic.” 





SOME IRISH COPS STILL LEFT IN IRELAND 

Dublin merchants along Grafton Street woké*up.the Irish 
capital in November with a display contest which created 
extraordinary interest in the old-fashioned town. Such 
crowds were attracted that extra police were called out to 
handle traffic. 


THE DISPLAY WORLD 








SPRING WINDOW 
DISPLAYS 


OOD LIGHTING adds attractiveness 

and selling appeal to Spring Window 
Displays that cannot be designed or created 
in any other way. 


‘And STERLING Reflectors provide this good 
lighting more effectively and efficiently than any 
other Reflector because of superior design and 
construction features which guarantee enduring 
Jusire and a lifetime of service. 

} 

| 

1 | 

i 

11 


Sterling Flood-o-Lite Jr. 
for Spot-Flood os 
Lighting ! 


Equipped with combination 
base which provides a 7-inch 
weighted portable base for 
floor use; or a 3-inch flange 
base for attachment to wall, 
ceiling, or transom bar. Fur- 
nished with guaranteed 






STERLING Reflector, four 
color-lites and attachments, 
5 ft. cord and separable plug 
for connection to any ordi- 
nary electric light socket. 
Unit can be easily and 
quickly assem- 

bled. Price $15.00 


complete........ 


Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd., Chicago, U.S. A. 
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A New Method of Color Lighting 


In Which Spot and Screen Are Used to Accomplish Some of the 
Objectives Commonly Sought Through Greater Intensity, 


By WALTER L. WELCH 
Display Manager, Strauss Million Dollar Store, Nanticoke, Pa. 


OST of the attempts at color lighting as 
practiced since its introduction in display 
work has resulted in distortion of the true 
colors of the merchandise shown. Only 
where color lighting has been used as an 

accessory to the display, for effect only, lighting, not 
‘the merchandise, but the backgrounds or the decoratives, 
has its use been permissable. Yet we often see goods 
altered in color and even in shape through the misuse 
of color equipment. 

Nothwithstanding the costly errors which color 
lighting has produced in its introductory period, it de- 
serves the appellation of “scientific,” when used in its 
best and highest development, as this article is intended 
to prove. 

Any new invention must answer some real need, 
and this new and revolutionary system of window dis- 
play illumination which we are about to describe, has 
its own definite field. As every displayman knows, the 
history of window lighting dates from the first appear- 
ance of the incandescent bulb. The later developments 
of the tungsten filament, the “C” type Mazda bulbs 
and efficient reflectors have marked successive advances 
in window illumination Yet, the aggregate of all these 
discoveries has meant but two things, first, a steady 
increase in light intensity, and second, a “whiter” light. 

It will, perhaps, be difficult to believe, but the very 
perfection attained in the development of more efficient 
reflectors and incandescent bulbs has led to a very 





serious problem. Many mercharits have already dis- 
covered that too much artificial light in their stores has 
a powerful effect on the eyes of their employees and 
customers, and hence, is unprofitable. We do not wish 
to create the impression, however, that insufficient light 
is a lesser evil. pg 

The lighting “people” will get out their food-candle- 
power meters right away and claim that this statement 
is an error; that you can’t have too much light; that 
daylight gives you,so many candlepower and that your 
store has only so many artificial candlepowers per foot, 
etc. Bunk! If a light could be produced that would 
give exactly the same white radiance as daylight, by 
spectrum analysis, or which would approximate the 
Northlight diffusion of daylight—neither of which can 
be done—then their comparisons would, indeed, be 
interesting, provided we assume that there is a daylight 


.standard which would be constant. For instance, a 


cloudy day gives a different quality of light than a sunny 
day and climatic conditions through the year produce 
endlessly varying results as spectrum analysis taken at 
various times during any day show. However, daylight 
at any time is of. a quality which is tolerable to the 
human eye in much greater amounts than is the best of 
artificial light. . 

Another factor which has never, as far as I can 
ascertain, been taken into account in either store or win- 
dow lighting is that of relativity. The retina of the 
human eye is very sensitive to the quality and quantity 
of light and yet has the faculty 
of adjusting itself in some un- 
known manner to varying in- 
tensities. However, this change 
takes place slowly, requiring 
considerable time. For exam- 
ple, a person usually “squints” 
for a few minutes on emerging 
into the sunlight, or when en- 
tering a brightly lighted inte- 
rior at night. If this eye dis- 
comfort is so pronounced 
under normal conditions as to 
partially close the eyelids, what 
must be the ultimate effect of 
subjecting the eyes to the 
blinding glare emitted nightly 
by thousands of display win- 
dows whose lighting arrange- 
ments are designed, not to 
make it easier for people to 
see their merchandise with a 
minimum of eye discomfort, 
but to overwhelm competitors 
by producing “the most bril- 


A View of a Section of the Strauss Front—The Spotlights and Floor Lamps Are in Plain 
‘View and the Furniture Is in Very Good Arrangement 
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liant front on the street.” It 
seems that instead of using in- 
genuity in creating selling dis- 
plays which would attract by 
sheer originality and _ beauty, 
many merchants have succumbed 
to the prevalent idea that they 
can make up the lack of effective- 
ness in display by lighting their 
windows more brightly. This has 
resulted in a veritable war of 
conquest for the honor of hav- 
ing “the most brilliantly lighted 
windows on the street,’ ’as we 
often read in their advertising 
copy. 

There are objections to indefi- 
nitely increased light intensity in 
the show window other than that 
of causing eyestrain. One of these 
is color dilution. As we realize 
any color becomes lighter in pro- 
portion to the intensity of light 
under which it is viewed, hence, 
when lighting is raised to several times the usual volume, 
colors are faded and present a pallid appearance devoid of 
any semblance to the richness with which they might be 
endowed under normal intensities. This is especially true 
of materials or objects having -a. sheen or glossy surface, 
which oftentimes are entirely unrecognizable as far as color 
is concerned. , 

Another tremendously important consideration is the 
avowed purpose of present-day lighting engineers to elimi- 
nate shadows. This is a grave error, as without shadows, 
or shading, there is no perspective. Without perspective 
there is an indefiniteness which is disconcerting, as the flat 
appearance of everything in a window floodlighted evenly 
from one end to the other is decidedly unnatural. Can you 
imagine a successful picture without shadows or perspective, 
flat and almost colorless? 

Shadows not only establish the depth necessary for appre- 
ciation of size, but, used judiciously, enhance the material 
beauty of the displayed merchandise. 


The injury to eyesight, elimination of perspective, and- 


the extreme dilution of the actual merchandise colors are 
then the principal factors which contribute to the demand 
for the improved system which I describe. For these definite 
objections to present standards of window lighting this sys- 
tem presents equally definite remedies. 

To comprehend fully, a brief description of an already 
installed equipment for producing these results will be neces- 
sary. This installation is in a furniture store, although with 
minor changes would be suitable for any class of merchan- 
dise; in fact, it is, I think, more flexible than any combina- 
tion of window lighting units yet devised. Light, of course, 
diminishes with the square of the distance, so the nearer to 
the goods to be illuminated the more efficient the result 
electrically. This economy is accomplished by placing the 
lights behind beams running lengthwise of the window, 
which are incorporated in the decorative scheme. This 
allows the light for any given object in the window to be 
obtained from as near as is practically possible without 
having the lighting equipment visible from the street. The 
four beams, crossing the windows parallel with the glass, 
evenly divide the floor space of the window. The floodlights 
which serve to supply. the “atmosphere” and light the floor 
and backgrounds principally are depressed in the ceiling di- 
rectly behind each beam. The spotlights, being adjustable, 
are fastened to the back of the beams below the ceiling. 
The beams are just eight feet from the floor and are ten 
inches deep. 

The back beam has behind it five 100-watt floodlights, 
which serve to illuminate the background. The next row 
has only four 100-watt reflectors, one 300-watt spotlight, 
and one 500-watt centerspot floodlight with a control ring, 
which can be used to cut out the “spill,” if desired. The 
first row of lights just above the glass comprises five 100- 
watt floodlights, one 300-watt centerspot floodlight, one 250- 


Another Strauss Window b 
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in Which the Lighting Effects are Pronounced— 


The Floor Lamps Have a Notable Role 


watt box type spotlight with lense, and two auto spotlights 
with transformers for cutting the voltage down to the proper 
amount. In each case the spotlights are mounted in the 
spaces in between the floodlight openings, so that they do 
not obstruct the floodlighting. 

The method of procedure is exceedingly simple, although 
careful judgment should be used in selecting the gelatine 
colors used as color filters. A good method of keeping the 
gelatines in order is to use a number of phonograph record 
envelopes or similarly large envelopes, numbering them con- 
secutively in accord with their numbers in the manufac- 
turers’ sample books. It is a good idea also to use this 
book of samples in determining the proper colors to use. 
A sufficient supply of gelatines of each color is cut out in 
each of the sizes needed for the lights equipped with color 
screens. Each should have a sticker with the color number 
on the corner for convenience in placing back in the envelope 
after use, as many are so similar that confusion would be 
inevitable if they were not marked. 

There are certain colors which are of little value for 
window use, although it is well to have a complete range of 
colors for the spotlights while majoring on the more usable 
colors. In general, the lighter tints are more efficient, as 
less of the candlepower is wasted in heat, Dut the correct 
effect is what should determine the proper gelatine color, 
as when too light a gelatine is used the same dilution occurs 
as with white light, only to a less marked degree. 

After the display has been arranged the feature should 
be lighted with the largest spotlight (500-watt), screened 
with a gelatine which corresponds to the predominant color. 
Minor colors can either be supplied by floodlighting from 
directly overhead or with the smaller spotlights, if needed 
This same procedure should be carried out in reference to 
the lesser centers of interest until the major part of the dis- 
play has been covered with the larger spotlights. If in the 
case of furniture, a rug covers the floor it can be lighted 
by the floodlights overhead, which should contain approxi- 
mately the same amount of each color in their gelatines as 
are found in the rug. The spotlighting, being brighter, and 
being focused on the featured articles, does not interfere with 
the other lighting as it all merges into a soft, radiant glow 
which is very pleasing and acceptable to the eye. It will be 
found that each color in the display will respond only to its 
intended rays, provided a proper balance has been achieved 
in selecting the screens, as only the UNNECESSARY colors 
have been eliminated. Colors will not only be rich, but the 
shadows produced by the cross action of the various spot 
and floodlights will give that feeling of depth and artistic 
environment which can best be appreciated by direct com- 
parison with’an entirely white lighted window. 

An unanswerable argument in favor of this plan is that 
of theatrical practice, which has for years realized that the 
super-brilliance of the stage demands color lighting to pro- 
duce natural effects. Where white lighting is used the actors 
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- Mannequins DomeStic Make 
| EXQUISITE IMPORTED TYPE 
MODERATE PRICE 
The most outstand- 
ing contribution of the 
season. 


Figures that grace 
the windows of the 
most exclusive shops. 
Now within the reach 
of every retail mer- 
chant. 





Get them to improve 
your displays. 





Our line comprises an 
aggregation of distinctive 
novelties for the display 
of every branch of mer- 
chandise. 





Get Our Catalogue “G” 


ANGLO DISPLAY 
FIXTURE CO. 





Manufacturers of 
Complete Display Equipment 





246 W. 38th St., New York 
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find it necessary to “make up” in order to counteract the 
dilution of the extreme white light and to accent their fea- 
tures because of the partial or entire elimination of per- 
spective. : 

Color lighting, making due allowance for the loss in 
actual candle power through use of color filters, is also a 
better eliminator of daylight reflections than greatly increased 
intensities, because the LIGHT is STRENGTHENED where 
needed the most and because the enriched colors compare 
most favorably with what daylight itself produces. After all, 
the eye gives 'a comparative analysis by a varying standard, 
and the lighting to which the eye is at the time accustomed 
determines the verdict. For example, have you ever been 
in a store at night when your eyes have become accustomed 
to the yellowish artificial light and noticed the peculiar ap- 
pearance of materials under the daylight blue counter lights 
which most stores have for the purpose of comparing colors? 
To your eye, accustomed to a different standard, this sup- 
posed convenience is a hindrance, and, in fact, so it is on 
every occasion excepting cloudy days, when the character of 
outside light is similar to that of the daylight filter. Even 
then it is of little use if you have been in the store under 
the usual lights for any considerable length of time. 

Lighting store windows with daylight blue bulbs sur- 
rounded by hundreds of other windows lighted with the 
regular bulbs is just as disconcerting to the eye as this, but 
gives people 2 chance to see your merchandise under high 
intensities but with normal colors, and they will appreciate 
the delightful contrast with what they have been educated 
to endure. 

Automobile spotlights are very efficient for lighting small 
objects, such as vases, pictures, or perhaps the window card, 
and, as the amount of light is small, can be used without 
screens quite well. The box spotlight (commonly called 
“baby spot”) is useful for lighting an object where it is de- 
sirable to get an exact focus without any “spill,” as they 
are adjusted to any size spread. It is not wise, however, to 
have many of this type light in the average window as they 
are not as efficient as the center spot floodlights. 
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Make Your Window Attractive With 


Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders loth Thumb Tacks 


Bilt-Wel Board Pedestals Valances 
Birch Bark Strips sig ne —s Velours 
Card Holders pay? 8 Velour Papers 


Price Tickets 


Chenille Roping Vines 


Color Attachments oe Wood Carvings 
Flood Lights pease 248 Wood ‘and Metal 
‘ Revolving Tables Fixtures 

Foot Lights : Bare ug 
Sciesing Scenic “Paintings Wrought Iron 
Show Cards Stands 


Glass Stands 


New and Unique Ideas for Spring Displays. 
Register Your Request for Samples at Once. 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street New York 


Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” 
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OPPORTUNITY KNOCKS 


is the title of our new catalog supple- 





ment just off the press, illustrating 
2 New Lines of Furnishing Stands 


1 New Line of Clothing Stands 
1 New Line of Dress Stands 


AT LOWEST PRICES 
EVER QUOTED 


Don’t purchase any display fixtures 
until you see a copy of this new cata- 
log supplement. Send for your copy 

today. It will save you money. 








THE CINCINNATI SHOW CASE 
AND DISPLAY FIXTURE WORKS 


232-40 Main Street Cincinnati, Ohio 
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Only 1000 Papier Mache Display Heads on Pedestals Left 














Beauticraft Import Corporation 
23 EAST 14TH STREET Dept. D 


DIRECT FROM PARIS 


Style No. 2—Central Figure 
Shown on Illustration. 28 inches 
high—No two alike. 


-TO CLOSE OUT 


$5.50 


Special Prices to Jobbers. Quick 
Action Necessary. Ideal for 
Displaying Millinery, Scarfs 
and Similar Merchandise. 
ALSO 

Miniature Figures 18” to 22” 
high. Papier Mache Heads, 
hand decorated and hand mod- 
eled, with decorated Pedestals. 
Used by leading millinery De- 
partments. Baby Heads with 
real doll curls. 


Every figure and head are 
genuine artistic creations, no 
two exactly alike as to costume, 
posing or decoration. 

Be. the first in your town to 
attract attention to your win- 
dows by using our imported 
novelties. 

Owing to conditions abroad, 
our importations are naturally 
limited, but new numbers are 
added as rapidly as_possibie. 
It will pay you to order NOW. 
Prices consistent with high- 
grade quality—$5 and up. These 
goods are in great demand, so 
order promptly. 


NEW YORK CITY 























SOUTHERN SMILAX 


Others may be cheaper but 
the quality and quantity of 
smilax in the case is un- 


equaled by any other dealer. 
Per large case_..____.~-- $10.00 
Half size case______.-__--- $5.00 


GRASS MATS 


Extra fine quality, 39” x 
Pe WE ics ~---$4.00 
ee st $45.00 


Prepared Oak and Beech Foliage 


Green, brown, red; 3 to 4 
feet long; pir Ib... .-=.=-- 40c 
Per case, 50 Ibs_________- $18.00 


Laurel Roping or Pine Roping 
Made round and full on heavy cord. 
Per yard___15c to 20c 


119 WEST 28TH STREET 











LARGE STOCK ALWAYS ON HAND. 
PROMPT ATTENTION AND QUICK 
DELIVERY GIVEN ALL ORDERS, 


LARGE OR SMALL. 


THE KERVAN COMPANY 


NEW YORK CITY 
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Scene from Life Features Seven Lines 


Drawing on Seven Departments to Create a Perfect Picture of a 
Bedroom Scene Produces a Pulling and Prize-Winning Window 


By JAMES O. NEIL 
Display Manager, James H. Bunce Co., Middletown, Conn. 


N common with 
their contempor- 
aries in many 
other parts of the 
country, the mer- 

chants of Middletown, Conn., 
opened the Fall buying season 
with an opening in which effort 
was made to definitely mark 
the event in the popular mind 
as the beginning of a new 
epoch. To accomplish this it 
was necessary to envelop their 
campaign in a festive sur- 





a 


rounding, and they hit upon Merely a Bedroom Scene, But Mr. Neil Made It Feature Specialties of Seven Departments 


the plan of using their win- 
dows as the chief agency in procuring this effect. 

Accordingly thirty retailers leagued themselves to- 
gether and successfully staged ‘Fall Display Day,” 
bringing into the windows of their establishments the 
choicest and finest of autumn goods. To mak: sure 
that the best efforts of the windowmen of the city would 
‘be enlisted in the work of furthering the enterprise the 
sponsors of the plan early agreed upon institution of a 
contest in which the skill of respective displaymen 
could be tested. It was determined to judge all entries 
upon four issues, allowing two points for seasonableness, 
two for attention value, three for attractiveness and 
three for selling power. 

I had the good fortune to win the first prize, taking 
the honors with a bedroom scene in which I showed 
a variety of wares. The bedroom set was in mahogany 


ee 


A Cut-out of a Large Chair in Which Was Seated a Cut-out Figure Featured Mr. Edstrom’s Anniversary Spectacle; in Front 


finish and the draperies, bed spreads and pillows on the 


-bed were in rose taffeta with rayon net overlace. The 


entire color scheme was shades of rose. 


One very important point in establishing the selling 
power of this display which I believe was harmonious 
despite this feature, was the number of departments 
whose goods were represented. There were not less 
than seven, embracing furniture, bedding, lingerie, 
draperies, rugs, toilet goods, and apparel. Not with- 
standing this, there was no clashing between products, 
all fitting naturally into the scene depicted and having 
a distinct. feature in rendering it effective. 


It should be noted also that French windows were 
used to add to the realism of the scene. 

The theme of the display was simple enough. We 
termed it the ‘““‘Bed Room Beautiful,” and with the wide 











of This is the Card Which Afforded the Event Tie-up 
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' range of materials which can be worked into a bedroom 
J scene had ample opportunity to focus attention on these 
seven departments. But if one stops to reflect it will 
he seen that similar treatments can be given almost all 
of the everyday situations in which we humans play 
a part. If our displays aim at reproduction of these 
hits of the drama of life we can find means for showing 


almost all of our stocks naturally and interestingly. 


\lere presentation of unrelated goods, however, without 
this sustaining force, is fruitless and artless. 


Store Birthday Put Over by Cards 


Cut-outs, Cards and Figures Produce Gala Effect 
Usually Gained from More Costly Trap pings 


By WILLIAM EDSTROM 
Display Manager, The Boxrud:>Co., Red Wing, Minn. 





T would be asking too much to expect a store 
in a small city to celebrate its anniversary 
with as much gusto as a big town institution, 
but no enterprising house is going to permit 

an opportunity of such marked value to pass without 

recognition in some fashion. While the display man- 

ager must keep his productions within the range of his 
ts budget, he can use such an occasion very nicely in sup- 
port of store advertising. 


4 We recently celebrated the Boxrud Co.’s fifty- 
fourth anniversary and our windows were pleasing, 
” if not extremely elaborate. T hey bore testimony to 
ied the display department’s effort to give Redwing some- 
ts thing unusual, and the means was a number of panel- 
a like cut-outs which were ambitiously handled. 
e, You will note in the accompanying illustration a 
‘i center cut-out of a large chair in which a cut-out 
s, “lady” was shown reading the “Style News.” This 
1g proved somewhat of an attraction . 
The floor and background were painted in flat 
ef paint into which we mixed ground gold in equal parts. 
This gave a very fine lustre to the finish. In the set- 
fe ting we also used cut-out foxtail trees. Only four 
de figures were used in this arrangement and the balance 


was favorably commented on by regional critics. 

To bring in the anniversary note we used show 
cards only and the effect was satisfactory. But these 
show cards were not simple squares or oblongs. 
Again we turned to the cut-out for distinctive form 
and found that the results were better than through 
the usual types. 





WANTED 
WINDOW TRIMMER 


and Card Writer for specialty 
ladies’ and men’s store. State 
reference and_ experience. 


Write HUTNER’S 


Fort Wayne, Indiana 
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SCHACK’S NEW WONDER 
LIGHT AT A NEW 
WONDER PRICE 


} si ial 
snake 





SPOT OR 
' FLOOD 


Will .Make Your Spring 
Displays a Great Success 


Schack’s ‘““Wonder” Spot and Flood 
Lights are made of Rayalium, a metal that 
will not corrode, rust or tarnish. The re- 
flecting surface is polished on the base 
metal, therefore, will not burn or peel off. 
Schack’s ““Wonder’”’ Spot and Food Lights 
are guaranteed for twenty years and 
sell for 


$75 


EACH 


Complete 





SEND IN YOUR ORDER TODAY! 


State Whether Spot or Flood Light 
Is Wanted 


Send for Our New 
Spring Flower Book 


Twenty-four pages printed in 
four colors, and _ illustrating 
hundreds of new, novel and 
original decorative ideas for 
Spring. Every displayman 
should have this book—send 
for it today. — 


IT’S FREE 


SCHACK ARTIFICIAL 
FLOWER CO. 


F 
aeeinenew CHICAGO "yn 


-SCHACKS 
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Making the Most of Grocery Windows 


It Is Sound Policy to Feature But One Class of Goods at a Time— 
The Display Should Be Both Simple and Seasonable 


By OTTO P. K. HJERMSTAD 
Manager, Hjermstad Bros. Co., Red Wing, Minn. 


E could not do business without, our win- 
dow displays. They are “silent salesmen,” 
on the job all the time, and they sell a lot 
of goods. And we cannot afford not to 
have them “dressed up” and looking their 

best at all times. Our friends 
and customers have gotten in 
the habit of watching our 
windows and good displays get 
attention. That our win- 
dows are watched was espe- 
cially demonstrated once last 
summer when a large jar of 
preserves had tumbled down 
during the night, broken and 
its contents spread over part 
of the floor of the window. As 
s00n as we opened the store the 
following morning, passersby 
would take the trouble to step 
into the ‘store just to tell us 
about the broken jar. Just for 
curiosity’s sake we left the 
debris in the window for 
awhile, during which time at 
least thirty to forty persons 
came into the store to tell us 
about it. 


We frequently call atten- 
tion to our window displays in 
our daily newspaper ads and 
quite often the papers tell 
about our displays in their 
news columns. We always 
link up our windows with the 
national holidays and find that 
by so doing we keep the public 
more interested in them. 


In our grocery windows we 
feature one class of goods at 
the time and, of course, they 
are always seasonable goods. 
In displaying canned goods, 
for instance, we have a win- 
dow of canned fruits at one 
time, then canned vegetables, 
and at another time canned 
fish. If we have a display of 
pancake flours, we also dis- 
play syrups, cake turners and 
griddles (we have these in 
stock) in connection. If we 
display cake flours, we also 
show cake pans, measuring 





cups, mixing spoons, etc., at the same time, and often 


find that one item sells another. Whenever practical, : 


we open packages and cans of the goods displayed and 
place the contents on dishes in the window. We make 
use of all the posters, cut-outs and other advertising 


ILLUSTRATIONS OF MR. HJERMSTAD’S SKILL—In this trio appear com- 
binations of three widely different types of food. At the top is a Melon and Fruit 
Display which won a loving cup during a Kiwanis convention contest; in the center 
is a “Fish for Lent” window; below this is a prize-winning “Coffee Week” entry. 


on 
mi 
co. 
ire 
of 


an 


off 


ag 


cup 
for 
stat 


wir 
and 
dis] 
quit 


J 


amo 
proc 
But 
get 
have 
this 
a 
disp 
try 1 
ever 
mani 
cons 
the |} 
at tl 
reviv 
noth: 
DES 
verti: 
an e 
towai 


ina y 
Movit 
to ma 
the n 
move 
shorte 
gether 
a big 
stock 
mand 

F 
our gi 
sums 
he cld 
meang 















27 


fen 


sal, 


ind 
ike 


ing 


; 














February, 1927 





’ 


material furnished us by the large food manufacturers, 
and find them wonderful helps in making attractive dis- 
plays and selling the goods. For special sales and 
demonstrations we use price tickets in our windows, but 
never use them when displaying high-priced or nation- 
ally advertised goods. 

The display of “Fish for Lent” was one of the first 
ones made by the writer after taking over the manage- 
ment of this store. It has for a back-ground a water 
color picture of the Mississippi river at Red Wing. In 
front of the display are trays displaying different kinds 
of salt fish, each with card, telling the name of the fish 
and price. 

The coffee display was awarded one of the prizes 
offered during National Coffee Week, a couple of years 
ago. The “clerks’’ shown in the display are cut-outs. 

The vegetable display was awarded a silver loving 
cup, the only prize offered by the Red Wing Ad Club 
for the best window display made during a Kiwanis 
state convention held here. 

Our store is 48 by 102 feet, with two large displays 
windows, one of which we use for crockery displays 
and the other for groceries. The writer makes all the 
displays—mostly “night work’—and changes them 
quite frequently, especially in the summer tinte. 


The Yield of Advertising Tie-ups 


(Continued from page 9) 





amount of the business developed on nationally advertised 
products without making the slightest effort to attract it. 
But in this case all that can be expected is a minimum; to 
get the maximum, it is necessary to work for it, and we 
have concluded that the most effective work we can do in 
this connection is io give our windows to such products. 

To make our windows effective, we get all the window 
display material the manufacturers are able to give, and we 
try to time our displays so as to obtain the benefit of what- 
ever local newspaper advertising or magazine publicity the 
manufacturer may be using. The advertising may arouse the 
consumer’s interest while he is home (90 per cent is read in 
the home) or riding home from his work, where he is unable 
at the moment to gratify the desire which it creates. To 
revive that interest under more promising circumstances 
nothing equals the value of a window display. It brings 
DESIRE to buy and OPPORTUNITY to buy together. Ad- 
vertising generally does no more than create the desire, but 
an effective window display goes three-fourths of the way 
towards closing the sale. - 

There is no doubt that displaying nationally advertised 
products helps to sell them. The fact that some dealers over- 
look is that THEY benefit before the manufacturers can. 
His problem is to move his goods from our stocks. That, 
too, is our main problem. ‘The profit on a nationally adver- 
tised item may not be as long as the margin on an unknown 
item, but to what avail is long profit when you don’t get it? 
As long as merchandise remains on the shelves, it represents, 
in a way, a definite loss—the interest on the capital invested. 
Moving merchandise rapidly and in great volume is the way 
to maket profit, even though the margin is small. Because 
the manufacturer’s problem is identical with our own—to 
move as large-a-volume of merchandise as possible .in the 
shortest time—we believe it of mutual benefit to work to- 
gether. His part is to make an article of merit and to create 
a big demand for it by national advertising. Our part is to 
stock it, tie-up with his advertising, and cash in on the de- 
mand he is creating, not for his benefit, but for our own. 

The fact that an article is nationally advertised protects 
our good-will. No manufacturer could afford to spend vast 
sums of money advertising his product unless it was all that 
he claimed for it. He has to maintain the standard. That 
means we are safe in handling the line. 
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New Low Price 


— 


Complete with 
Colo r-frame 
and five color 
films. Wired 
ready for use. 


No. 90 SPOTLIGHT 
No. 95 FLOODLIGHT 


The most economical way to make your windows 
sell more goods is to use spotlights or floodlights. 
You can now buy two lights for the price formerly 
charged for one. 


FULLY GUARANTEED—excellently made units of 
perfect efficiency. Reflector is made of heavy gauge 
aluminum especially treated to produce _ perfect 
illumination. 


Order yours now—satisfaction guaranteed. 


Suw-rad 


Inc. 


Lighting Products 


- 119 Lafayette Street, New York 











Learn to Make Show Cards 
---Quick Easy Way! 


A COMPLETE, practical, 
simplified, home - study 
course quickly trains you to 
make clever, “business-get- 
ting” show cards. No spe- 
cial ability needed. Store 
Owners—save money and 
boost your sales. Make your , 
own attractive show cards. 4 
Clerks—every store needs 
original show cards. Double your pay. Business of your own. 
Earn big money in spare time. Start Now. 


Write for Attractive Offer and 
Descriptive, Illustrated Free Book to 


WASHINGTON SHOW CARD SCHOOL 
Room 1402-E 
1117-15th Street, N. Poy Washington, D. C. 


| GLASS = DISPLAY 


4. INCH THICK OR THICKER | 

Cut In-Ovals-Oblongs-Squares-Circles | 
“Fl bdges Smooth - — Polished or Beveled 4 Require | 
ANDRES PLATE GLASS @ +195 GREENWICH ST NY | 


‘Just a Step from Hudson Tubes and Ferries” at Fulton St. 
ae 



































So neasssenmenen 
wll 








46 THE DISPLAY WORLD 





February, 1927 


What Shall We Do With Dealer Helga? 


The Question Narrows Down to Quitting With Them, Merely Using 
Them, or Pushing Them Earnestly—What’s Best? 


By ROBERT R. BROWN 
Display Specialist, Upper Montclair, New Jersey 


HE three current business graces in ‘the 
advertising field are Faith, Facts and 

Figures, and,.in spite of the highly trained 

statistical mind of the present day and the 

increased facilities for fact finding, still the 

greatest of these is Faith. If. dealer advertising, as a 
component part of that fieid, wherever the retail store 
is involved, were compelled to rest its case upon either 
one of those three factors it would be stronger for 
having its roots in a well-reasoned faith than in both of 
the other two. Fortunately, there is no necessity for 
such limitation. However broad the possible basis for 
dealer advertising may be, the fact remains that those 
who are primarily responsible for its welfare have been 
content to permit it to rest its oars 


end consideration and insufficient thought in order to 
formulate a dealer policy which makes the efforts of the 
producers pure guesswork. Having no policy, and 
therefore changing his ideas as to what he wants with 
every sketch submitted, he buys at the last gasp and 
plays havoc with producers’ schedules in order to satisfy 
his own delivery date. Price is the ruling factor, which 
means cheap work, and distribution is affected without 
rhyme or reason. 

If the producer’s head is bowed in shame with sits 
of omission as to dealer advertising, the “go easy” ad- 
vertiser is looking the advertising world in the face only 
because of ignorance of his equally damaging sins of 
commission. It is admitted that the producers are much 

to blame for their lack of spine in 





not saying wit hone accord that they 





upon that faith in preterence to 


going to the trouble of gathering 
facts and figures in order to make 
it stronger. 

The wisdom of such a policy in 
the past is a historical matter, and 
as to just what ought to be done 
hereafter is for the future, but the 
vital question to be met now is, 
what should be the policy of the ad- 


Where, if any place, along the 
entire line of merchandising effort 
ought my support'to be strongest if 
not at the place of the final “Yes” 
or “No?” To be missing there is like 
launching an offensive in a battle 


and then sending the infantry over. 


the top without arms because some 


will not lavish their expensive crea- 
tive efforts upon the dabber, but this 
is not the producer’s day in court, 
and the tempte din the eyes of the 
law is no greate roffender than the 
tempter. There is no case against 
the dabber upon a bosis of quantity 
or what he wants to spend for his 
material, but the great harm which 





vertiser today with respect to dealer 
advertising? The question auto- 


cannot shoot straight. 


he has wrought in the business is 
due to his careless methods of 








matically narrows itself down still 

farther in view of the fact that advertisers are already 
following one o fthree courses: (1) That of quitting ; 
(2) that of going easy; (3) that of pushing on. They 
all cannot be right, and an advertiser can follow only 
one, so whichis the practical one? 

Before we enter the field of debate it would be de- 
sirable if, by mutual consent, we might eliminate one 
of the above optional courses ,thereby reducing our dis- 
cussion to a clear-cut affirmative or negative proposi- 
tion. It so happens that course No. 2 above is open for 
such elimination, as it is impossible to show cause for 
its being. If there is not an adage already, which was 
coined several hundred years ago, to the effect that 
a thing half-done is better not begun, it is because it 
was not thought necessary. Certainly no truer words 
could be spoken relative to dealer advertising. In spite 
of this fact, however, the “go easy” policy in numbers 
of followers dominates the field. Their’s is a policy of 
not knowing whether dealer advertising is good or bad, 
so they pursue a course of dabbling. Such a policy 
manifests itself in numerous ways as regards the adver- 
tiser. First of all, the dabbler hands the dealer work 
over to subordinate who has had little if any training 
in its ramifications and absolutely no authority. Further- 
more, he usually invites the wide producer world to 
compete for his pittance upon a basis of speculative 
sketches. At his hands dealer advertising receives tail- 


appraising, buying and _ distribiut- 
ing dealer advertising in his effort’ to get as much 
for as little as possible. If he knew that by doing as 
he does, he was getting as little as possible for as much, 
his highly developed instincts for self-preservation 
would supply the corrective measures. Knowledge, 
however, at the fountain thereof, still waits upon the 
voluntary act of drinking and although one might force 
the dabblers face into it, he would only emerge as be- 


fore “all wet.” No one influence has done more to ' 


fasten the stigma of waste to dealer advertising than has 
the “go easy” advertiser whose tactics are those of 
waste all the way down the line in its hurried journey 


- to the dealer’s ash can. 


If there is any first step which should be taken in 
the business for its own sake and for the benefit of all 
concerned, itis that the dabblers realign themselves 
as regards dealer advertising either with the disbelievers 
and quit, or with the believers and go to it. There is as 
little time or space for the agnostic in this field as in 
any other and he in his negative way is characteristically 
undoing much good. The big obligation of advertisers 
who act indifferent to the advertisers who are sincerely 
trying to work this dealer problem out, is to get off the 
fence. Dealer advertising will then be free to take its 
allotted place among the other respected mediums. 

Now with that off of the docket, the issue at stake 

(Continued on page 67) 
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Get This Million Dollar Face in Your Wind 
This Device, Devoted to Your Daily and Weekly Specials, Will Be 
a Trade Winner Such as Your Windows Have Never Seen Before 
W TE have provided a set of twelve dif- advertising proposition that you can buy. 
i ferent costumes for the figure, which It is better than newspaper, car or wall 
ah is a service that we give you free of charge. advertising, because it is intimate adver- 
sth In this way you have a new subject each tising holding the public in front of your 
ae month which will continue to hold the windows, or for interior work when you 
isfy attention of the public month after are running a special sale to hold your 
hich month. customers at a given spot. The sixteen 
out The Normandie is the cheapest kind of- __ signs will constantly tell your story. 
sins | We Have a Limited Number of Machines for Imme- 
“4 diate Delivery. Send for Price List. Act Now! 
only 
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Tea- 
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yurt, %: + a 
the WE WILL PLACE N DO YOU MUST ADVERTISE 
inst THIS MACHINE IN FOR A FEW CENTS 
atity YOUR WINDOW ON _ FOR eee. 
his MonthtY Fayments ADVERTISING *nerease Your Sales 
hich sangeet 
S$ 15 
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but- 
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2 of ei 
rney Policeman Comedian 
This One Face Can Be Made Up as Pictured 
nm in 
7 all IMPORTANT ANNOUNCEMENT 
slves After many months of experimenting with will confine it to only one store in each town. 
ines various models we have succeeded in bringing We will be pleased to receive your request for in- 
s i out a new model attraction which will create as formation on this attraction, and we will arrange 
Me n great a sensation as our first model. This attrac- to have our special representative show you the 
tion will be imported by us exclusively and we model at your store, without obligation to you. 
cally y ? 
isers We Would Suggest That You Do Not Purchase Your Holiday 
ol Display Until You Have Szen This Sensational Display 
the 
e its 
- NORMANDIE IMPORT CO. 
1151 Broadway, New York 
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A Gorgeous Stationery Window Bmibelfished With “Church Windows” and French Mannequins Recently Seen at Macy’s 
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With the New York Displaymen 


Gradations of Single Color Lend Unusual Tone to Lord & Taylor 
Backgrounds—Bright Drapes in General Use 


By ANNE PACKARD 
New York Correspondent, The Display World 


RT is taking a variety of forms and an in- 

_ creasingly significant part in the modern 

business world, and it is a mistaken es- 

theticism which regards this present trend 

in artistry as a gross commercializing of 

the beautiful rather than a beautification of the com- 
mercial, as it actually is. 

One of the most highly developed forms of com- 
mercial art is that of window display. “Window shop- 
ping” is done today not only by the chronic bargain 
hunter as an idle pastime, but by the entire general 
public, because the windows are interesting and beau- 
tiful. 

Fifth Avenue, New York City, is perhaps the best 
window art gallery in the country—famous, indeed, 
throughout the world. Department stores, particularly, 
attract actual crowds in front of their great glass win- 
dows during the rush hours. Displays are not merely 
the attractive outlays of merchandise, but pictorial scenes 
of more than casual interest. Recognized American 
artists as well as expert displaymen are contributing 
their part to the window. The new fad for materials 
featuring floral, futuristic and scenic designs by lead- 
ing artists of the country has led to the new type of 
display in which originals by the artists are shown. 

Window shopping in the city has become an outdoor 
sport,indulged in by visitors and New Yorkers, men 
and women alike. An open forum discussion on art and 
literature is not uncommonly held between strangers 





standing together on the sidewalk in front of a display 
window. The displays are changed once or twice 
weekly,and New Yorkers have learned to watch for the 
new windows and go to see them as they watch for news 
in their newspapers and attend concerts and exhibitions. 

It is not only, the holiday seasons which are richly 
suggestive of ‘window displays. The promotion of 
fashions for Palm Beach has; as usual, this year given 
New York stores opportunities for their January and 
February windows. Palm Beach is the forecast of the 
spring mode. And so it has been the essence ofspring- 
time, with its rebirth of color, fabric and line, that ‘has 
made the hurried crowds on the Avenue stop a moment 
—perhaps in the midst of a flurry of snow—to enjoy 
the shop windows. 

The promotion of new colors and new color combi- 
nations, which has occupied fashionists so intensely for 
this spring, has been a delightful opportunity for the 
display managers. And the popular favor which the 
shades are enjoying undoubtedly owes much to the 
effectiveness of the display craft. 

An outstanding color display, featuring the “Blues,” 
was made in the Lord & Taylor windows. This display 
was interesting because it exemplified several features 
of the display art. First of all, it was an ensemble, or 


a series display, in which all the display windows in. 


the store were used. The display began in a corner 
window, and one by one, like chapters in a book, led 
the observer through the complete series. 
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With one theme dominant, and the necessity of keep- 
in the display unified, the decorator was faced with the 
danger of an appearance of monotony, which he avoided 
ingeniously, as the description will show. It is illustra- 
tive also of the many color displays which the New 
York stores have featured for spring. The conception 
is that of H. McIntosh, display manager. 

The blues were called ‘Ciel Blues,” and a short de- 
scription or explanation of each color or ensemble was 
given on a small white card, lettered in a deep bright 
blue and placed in the center of-each display. ‘From 
dawn until midnight,” the first® placard said, “the 
changing skies inspire the smart blues of spring. And 
the new fabrics play a color harmony in the many tones 
of the day and night skies.” 

The first display illustrated a combination of the 
various shades, from light to dark. Against a back- 
ground of a blocked staircase, painted in dark and light 
blues, flat crepe, in the ranging tones, was gracefully 
draped. One figure, wearing a tailored dress with the 
degradé bandings, occupied the center of the window. 
\ head model wore a two-toned blue hat and dark scarf. 
An umbrella in blue florals, a blue leather underarm 
bag and a blue and white handkerchief were the acces- 
sories placed in the light blue flooring for detail effect. 

The next window featured “Minuit” blue—an almost 
midnight shade. Two tailored suits, a tailored serge 
for street wear and two tucked georgettes, also follow- 
ing the tailored mode, were displayed on models against 





a background and flooring of light blue screening,’ 


painted in tile effect. Three hats, a faille, a straw and 
a felt hat were on head stands, and gloves, scarfs, shoes, 
a bag and handkerchiefs again furnished the accessories. 

Number 3 furnished a contrast with a black rug 
floor and a midnight sky blue dotted with silver stars. 
Bluish-gray tweeds in coats and suits, with appropriate 
luggage in charming blue leathers, were displayed. 

After this, the backgrounds were alternatingly light 
and dark, as described for Numbers 2 and 3. The other 
windows in order showed: Crepella and flannel dresses ; 
midnight blue fur-trimmed coats; lace and beaded 
georgette afternoon or dinner dresses in “Crepsecule” 
blue, a vivid Chinese blue, with elaborate gold brocaded 
evening gown and velvet evening wrap, with increased 
atmosphere given by two ostrich fans, a tray of jewelry, 
fancy perfume bottles, beads and handkerchiefs; satin 
and georgette evening dresses in “Matin’’ blue, a dull 
light blue, suggestive of early morning mist and the 
delicate shade of the sky; a final window of sports attire 
and .pajamas in the composé shades against a back- 
ground of futuristic blue rays in all shades. 

Other recent displays in New York windows, illus- 
trative of the ensemble, were: 

B. Altmari’s display of the floral silks, whose designs 
were made by the artist, Kees Van Dongan, and several 
other fabric displays. The Altman windows featured 
the oil originals of Van Dongan, and around them in 
graceful drapery the new materials in the exotically 
colored designs. Heavy pottery in appropriate colors 
and patterns added variety to the displays. 

Lord & Taylor also had an ensemble display of the 
Americana prints: “Gentlemen Prefer Blondes,” by 
Bruce Barton; “Perfect Day,’ by Helen Dryden; 
“Charleston,” by John Held, Jr., and “War Birds,” by 
Clayton Knight. 
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But to return to the color theme, Kurzman, house of 
millinery, furs and dressmaking, has presented a series 
of their own exclusive spring color shades. L. W. 
Means, display manager, has changed the window once 
a week, and has made each one a striking color picture. 
One, called “Coralesque,” was characteristically effec- 
tive. The color is apricot pink or coral, suggestive of 
the sunset shade. Two georgette afternoon dresses, 
elaborately tucked and pleated, atcording to the mode, 
were on models on opposite sides of the window. A 
tailored coat on novelty woolen, beige and coral mix- 
ture was on a central figure, while another coral-colored 
tweed coat was draped in an informal manner over a 
green lacquer chair. Four felt hats on floor stands also 
helped to break the perpendicular lines. One was draped 
with a flowered chiffon scarf and the other with a tai- 
lored square scarf of silk, batiked in green and coral. 
A green lacquer flower stand, containing an ornate bit 
of pottery and coral tints of flowers, made an incon- 
spicuous but effective part of the background. Two 
elaborate satin pillows in designs of green, gold and 
coral rested against the stand and chair. Other colors 
presented by Kurzman’s’ in January were “Banana - 
Beige,” “Blue Frost,” and “Jaune de Printemps” (‘‘Yel- 
low of Springtime’’). 

The black and white mode was displayed effectively 
by J. P. Cory, display manager of Avedon’s. He used 
the three-figure arrangement, each gowned in combina- 
tion frocks of white georgette and black silk. A black 
rug on the floor enhanced the color scheme, with the 
addition of a mirror—an imitation pool—on which 
blossomed white and yellow water lilies. The back- 
ground of the window was of black fabric, against 
which a spray of cream flowers supplemented the color 
note provided by the water lilies. 

Another realistically springtime window conceived 
by Mr. Cory was an outdoor perspective as a back- 
ground for a display of spring coats. The scene was a 
grass plot in front of a hedge, bac kof which, in the dis- 
tance, could be seen a lithe greyhound taking the hurdles. 
Trees at the sides contributed to the greenery, the whole 
being illumined by blue and yellow artificial lights, 
placed above at the sides. The feature model in the 
scene wore a faun-colored coat and held in leash a 
German police dog. Two other coats,a tan and a black, 
lay on the ground and over a stump. Tan hose and a 
handbag also lay on the grass. 

Palm Beach sports wear is featured particularly in 
window displays by Franklin & Simon. The reputation 
for attractive windows established by E. Munn, during 
his term as display manager, seems likely to be well 
upheld by his successor, F. M. Doscher, a young man 
who has been with the department for three years and 
who has been appointed to the position on the resigna- 
tion of Mr. Munn. Mr. Munn has accepted the place 
of display manager for the Davison Paxon Stokes store 
in Atlanta, Ga., a company controlled by the R. H. Macy 
Company. Mr. Doscher was formerly in display work 
for the R. H. Macy Company. 

New types of Bramley frocks for spring wear have 
been featured in the recent displays of Franklin & 
Simon. They have been shown in windows whose 
backgrounds are the patch posters, the well-known cloth 
scenes done by Cora Scovil exclusively for Franklin & 
Simon. 
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Give Full Play to Winter Sports 


The Red-Blooded Element of Every Northern Community Is 
Capitalizing Winter’s Cold in Healthful Pastimes 


By J. WALTER JOHNSON 


Display Manager, Powers Furniture Co., Portland, Ore. 


ITH Old Jack Frost in command of the 
situation wherever we look or listen these 
days there is an imperative need for mak- 
ing him an ally in publicity for our goods. 
No logic is necessary to convince the 

average displayman or his boss that the needs of their 
patrons are usually seasonable and that, save for rare 
occasions, the easiest road to profits is through exploita- 
tion of those wares which serve the purposes of the 
hour. ; 
February, being one among the coldest months in 
the year, sternly expresses the harsh rule of the 
Winter King. But there is zest and enjoyment for the 
lover of the great out of doors and an exhilaration 
in winter sports that can scarcely be derived from 
any other season. What youngster can resist the 


appeal of the snow-covered hillside and the invitation 
which it extends for coasting? What youth lightly 
passes over the opportunity to enjoy the opportunities 
for ice skating, which frozen ponds and streams 
provide? 

Certainly warm clothing, downy blankets, winter 
sports apparel, stoves, skates, hockey clubs, and all the 
varied list of seasonable wares can be well presented 

The accompanying sketch illustrates how this wintry 
envelopment may be placed about a display of children’s 
apparel. The end panels featuring Jack Frost and the 
icicle effect can be painted on, and cut from wall board. 
The silhouette snow scene would be extremely attractive 
if painted on white satin with the figures in flat black 
or appliqued in black felt. For floor coverings the 
most suitable medium would be white felt. 
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An Interesting Background Sketch by Mr. Johnson Which Bases Its Appeal Upon Childhood Scenes 
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An Expensive Type of Economy 


Retrenchment Which Proceeds from “Let Well Enough 
Alone” Idea Opens Ways to Competitors 
By E. J. SHORT 
‘Display Specialist, Danville, Va. 

HE more commonplace the windows, the 
more complacent the store owner. “Why 
improve our show window? We get busi- 
ness.” This is an excuse for displays 
that often are ugly as a coal heap, devoid 

of ideas as a butter-and-egg list, lifeless as a tele- 

phone directory, uninteresting as a congressional 














A Panel for a Juvenile Display Designed by Mr. Short 


record, uninspired as a time-table, and as impossible 
a salesman as a deaf mute. 

Yes, stores using bad displays get business. They 
get it in spite of their displays. They get business 
by virtue of good location, or good merchandising, or 
good service, or some other reasons. 

Mere placing of goods in the show window is not 
good window advertising. There is nothing attractive 
in conglomerate merchandise jammed in a window 
and plastered with cheap-looking price tickets. Such 
stuff is of the vintage of 1898 and worse. It can no 
more compare in selling power with good display 
than the covered wagon can compare with the trans- 
continental non-stop aeroplane. 

And stores excusing their bad displays with the 
“We’re getting business” gesture will increasingly lose 
ground to stores seeing the business-building power 
and the sure profits in good,.sound, well-arranged 
displays. 

You may cut down your allowance for fixtures 
and lose sales. You may fuss with details and not 
have time to plan. You may hire lower-priced help, 
and miss some business. You may refuse to discard 
old-style fixtures, and tie up capital. 

You may attend to matters personally regarding 
the purchase of fixtures and decorations and kill the 
enthusiasm of your displaymen. 

You may save a dollar on minor purchases for the 
display department, and lose two dollars’ worth of 
time. You may save on dozens of things—but stop 
and think! It is sometintes too expensive to be 
economical. 
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HIS bulletin is full ot display ideas for 

Easter, patriotic and floral and other ap- 
propriate spring window decorations. Displays 
that can be installed quickly and easily at very 
low cost—and they are suitable for use with 
any kind of merchandise. 

If you haven’t a copy of our 24 page book 
“Some Lessons in Window Decorating” ask 
for it, too. It tells just how to use crepe paper 
for display decoration. It is free. 


DENNISON MANUFACTURING COMPANY 
Dept. 45-B, Framingham, Mass. 


Please send me free of charge: 


O The Dennison Window Bulletin 
1 Some Lessons in Window Decorating 











Fixtures with just that 
little individual touch 






Let your display 
windows be 


Klee Fixed 


KLEE DISPLAY FIXTURE CO., Inc. 
MANUFACTURERS 
172 Atlantic Ave. Rochester, N. Y. 























52 THE DISPLAY WORLD February, 1927 
PSA M2 ANT 24 ATT = ATTN ATS TT 4 TT 2 ANS A A TT ANS iTS TAS ASI | 
, Who They Are and What They. Say / 
= No. 28—R. C. BALZER, Jacksonville, Fla. = 
22M ESTES eee ee i 


WENTY years ago I be- 

lieved I was to be a 

pharmacist. After plug- 

ging away fifteen hours 

a day for over a year, 

I woke us. I asked the “boss” if he 

would pay me $12.00 per week if I 

write tickets and trim 

windows. When he said, “No, it 

isn’t worth it to me,” I decided at 

once that if $9.00 wa shis limit I 

would make myself worth more to 
someone else. 

I resolved to take up window 
trimming and ticket writing, and in 
1908 I set out for Koester’s School 
in Chicago. After a six weeks’ 
course I accepted a position in a 
small town as an expert window and 
card man (the title “display man- 
ager” had not made its appearance 
then). After being discharged from 
several jobs, I decided to leave off 
the “expert” and call myself just plain window 
trimmer. 

The first position I held successfully was with, 
Jarl & Nelson, of Galesburg, Ill. Here I juggled 
crepe paper, cheesecloth, etc., for about six months. 
when I left to accept a position with S. Lowenstein 
& Bro., of Nashville, Tenn. These two gentlemen 
endured me a year, when I was offered a position 
with Burk & Co., of Nashville, Tenn. 

I remained with this. firm five years, and I want 
to say right here that they are gentlemen and white 
clear through. By this time I was a fairly good 
trimmer, and, in 1914, when Levy’s, of Jacksonville, 
Fla., offered me a position I accepted. I remained 
here over four years, when I returned to Burk & Co. 
for one more year. 

At the end of that time I was offered a good 
proposition to change the style of displays, the entire 
set of window backs and to purchase a complete set 
of new fixtures for Henry Bachrach Sons Co., of De- 
catur, Ill. I acepted this task and successfully carried 
it through, requiring one year to get everything run- 
ning smoothly. 

I fell ill at this time with severe stomach trouble, 
and during this illness was treated with every con- 
sideration and kindness by the very congenial Edgar 
H. Bachrach, manager of the firm. 

It was some time before I was able to work again, 
and upon recovering from an operation I. returned to 
Levy’s, Inc., of Jacksonville. That was five years 


learned to 





R. C. BALZER 
Display Manager, Levy’s 
Jacksonville, Fla. 


ago. I have been connected here 
indirectly for over twelve years, 
about ten of which have been in 
active service. We carry high-grade 
merchandise and have 160 lineal 
feet of windows. We have four 
managers, and, of course, there are 
times—well, you know. However, 
we carry on and nothing serious 
happens. : 

Window display work is not a 
weakling’s game; on the contrary, 
it is a man’s game, and there are 
times when you need th diplomacy 
of Napoleon to gain your ends. In 
the early stages of the game I was 
sorely tempted to chuck the whole 
business, but’ I stuck, and “here | 
am” (apologies to the song writer). 

If some of the younger men in 
the profession could step from their 
beautiful modern windows into one 
of the ald relics, with rough pine or 
oak backgrounds, or none at all, don’t you really 
believe that appreciation in the fullest sense of the 
world would dawn upon them? 

Ours is a profession that becomes more and more 
interesting as we progress, and if the beginner will 
not think he knows it all, and the seasoned display 
artist will realize he can still learn a few things, I 
am sure the profession will make great strides for- 
ward in 1927. The writer has learned new wrinkles 
from men in the business only six months, and I 
never hesitate to teach a novice anything I can. I 
realize thoroughly that I have an abundance to learn 
and I am always on the lookout for “new stuff.” The 
greatest danger is going stale on the job. 

I am an enthusiastic fisherman and motorist, fa- 
miliar with nearly. every stream and road in northern 
Florida, but never miss an idea or suggestion for 
window work while on outings. I believe in business 
producing trims that make the register jingle, and 
shun special displays and motion, believing them to 
be unsuited for my line—men’s and women’s ready- 
to-wear. I stick to proven methods, modernizing 
them from time to time to meet conditions. I have 
won several prizes, among them being Hickok’s sec- 
ond grand prize for 1923, one neckwear prize and 
several card prizes. However, I do not go in for this 
class of work. I have been offered opportunities to 


teach display work and show card writing, but like’ 


the window end best. Yes, I’m married and have one 


daughter. 
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Where From the pages of “Table Talk,” house organ 
Display 
Comes In comes a message directed primarily to sales- 

men of this progressive organization but so 
broad in its application that it carries an appeal to every 
display manager and should be plain enough also to his 
employers. 

“Showmanship” is the latest word associated with 
selling,” says the writer of this illuminative little 
article. ‘Some writers claim it to be the real basis of 
successful merchandising. 

“Perhaps they are right. Surely it has proved to be true 
in certain instances of which most of us are familiar. While 
they may be in the extreme, still they serve to illustrate. 


“The theatrical producer shows the perfection of his lead- 
ing lady and insures her for a fabulous sum. He creates an 
interest in her beauty and fills his theatres, even though the 
girl be as dumb as an ox. 

“The athletic promoter sells you professional football, not 
by a statement of the fine points of the game, but by the Red 
Grange route. He likewise sells professional tennis through 
the medium of Susanne Lenglen. 

“The American public has more money today than it has 
ever had. A year ago, ice boxes went begging for $50.00. 
Today an electric refrigerator is readily marketed at from 
$200 to $500 each. Good showmanship has done it.” 

In the hectic competition which marks today’s busi- 
ness there seems to be no better means for obtaining the 
undivided attention of the buying public than through 
what have been termed “store events.” Under this all- 
inclusive term can be included all of the spectacular and 
unusual forms of sales, of exhibitions and exposition 
which are used to attract the public to the stores. Each 
new venture calls for*research and resourcefulness to 
provide atmosphere that will serve for the creation and 
maintenance of interest that can be crystalized into sales. 
In many instances these efforts are purely promotional, 
seeking no immediate returris but driving toward the 
establishment of good will that will be reflected in 
future sales. 

“Showmanship,” under the circumstances, is a vital 
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factor in successful store operation, and in providing 
the trappings and the scenic supports necessary to give 
realism to the theatrical developments, no member of 
the store staff is so valuable as the display manager. 

On him devolves the responsibility for carrying out 
the pledges of the unusual, of improvising the parapher- 
nalia needed to afford the color and glamor imputed 
to the event by the glowing descriptions of the adver- 
tising writers. , 

If he looks about him he will discover many oppor- 
tunities to extend his work and to increase his prestige. 
The golden age of display is almost here. 


Early in the fall The DISPLAY 

WORLD carried a story on the seasonal 

opening in a far western city, written by 

the display manager for one of the lead- 
In the Kotex Contest award of a prize to 
the display executive of this house revealed the fact 
that a successor was filling his post. Curiosity inspired 
the writer to check up on the facts surrounding the 
change and this effort was rewarded a few days later 
by notice of the ex-displayman’s arrival at another city 
in the territory where he was assuming the task of 
manager for the local unit ofa big store in the city where 
he was previously located. 

The upshot ‘of the matter was that having learned of 
a chance for advancement this man had switched over 
to the staff of his organization’s competitor, proved his 
merit as a merchandising executive, and had won the 
post in the adjacent city which he coveted. 

Here is a practical verification of the assertion in 
these pages in January that the path to advancement 
for the displayman is not necessarily confined to the 
window. At that time it was pointed out that contact 
with the details of merchandising made it possible for 
the alert windownman to move ahead outside of his 
profession, and yet within the store group if the oppor- 
tunity was sufficiently attractive. 
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Atmospheres It takes many kinds of folks to make a 
Count in world. There is the type of man who 
Selling gets real enjoyment out of the bright 


lights and pleasing music of a high- 
class restaurant even though the food portions are 
smaller than in less pretentious establishments. Many 
a girl would rather have a dumb looking garment from 
the town’s proudest merchandise palace than to wear 
a more attractive frock from a house of lesser repu- 
tation. And vica-versa, there are scores of people to 
whom the dollar is as large as a soup bowl, and whose 
simplicity and timidity keep them out of the aristocratic 
and fashionable mercantile centers. 

Displays calculated to appeal must be built to the 
measure of these classes. The window that draws for 
the main floor may be a “flop” for the basement. The 
gorgeous background that puts across an array of fur 
coats may frighten the prospective buyers of cloth coats. 

It’s well to watch the atmosphere. Low priced goods 
do not call for careless displays, nor ugly surroundings 
but if price is an item of consequence, overly attractive 
accessories endanger speedy selling unless the price fea- 
ture is brought out strongly. Even with this safeguard 
there are myriads who will retain grave fears of aris- 
tocratic trappings. 





Concerning Witnessing the grief of a distinguished 
Consciousness editor because of the advent of “con- 
Campaigns sciousness campaigns,” it is hard to 

prevent chuckling over his discom- 
fiture. For years it has been the joy of this high priest 
of advertising to tell the world of the miracles accom- 
plished by the printed word. Now, when the shoe 
manufacturers, the hatmakers and the fashioners of 
garters, etc., are shouting from the house tops the 
necessity for attaching greater importance to the values 
of their products, he is alarmed. 

He sees disheartening visions of additions to their 
ranks, of umbrella makers, overshoe vendors and hand- 
kerchief kings, all joining in the chorus—and they dis- 
tress him sorely. Forgetting his dedication to the ser- 
vice of printer’s ink, he indulges in a vain protest as a 
consumer against the awakeners of “product conscious- 
ness,” 

His fears are groundless. The serenade now being 
planned will not add perceptibly to the din which ad- 
vertisers are making. Advertising pulls in spite of its 
volume. 

Americans are constantly reading and digesting 
advertising. Names of brands are indelibly stamped 
upon their minds. Ideas are absorbed and analyzed. 
Claims are weighed. F 

Utility is no loriger an assurance of demand, for 
many a staple has been banished and many a luxury 
converted into staples.‘ This is a day when ideas count 
heavily—when reasons for its use, or promise of enjoy- 
ment, have much control over buying. 

If shoe sales have declined in recent years, it has 
been because the shoe has been forced to yield more 
service, and the necessity for greater variety has not 
been made apparent. If there are good reasons why 
the average man should own more shoes than he now 
does, he wil lbe quick to accept the manufacturer’s 
promptings. If the reasons’advanced are purely ficti- 
tious, the latter will soon learn the chastening power of 
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a discerning consciousness that is very much awake. 

It has been well said that “The world needs to be 
reminded as well as informed.” While the newspapers 
and magazines are shouting men’s wear “consciousness” 
what will be done to remind the consumer of this doc- 
trine when he stands in the market place? Would it not 
be wise for the manufacturer to see that his dealers’ 
windows clinch his case by tying up with his printed 
appeals? If he does not ,it is altogether likely that 
consumers may regard his copy as wholesome and in- 
structive—then promptly forget it. There is no medium 
which matches the window in actual selling, and, after 
all, sales are valuable. 





Resurrection, “The Cooperator,” merchandising 
Turnover, auxiliary of the Indianapolis Star, 
Profits reports the details of a singular lesson 


in display values taught a grocer of 
the old school by an observant salesman. 

Bill, the salesman, represented a large biscuit com- 
pany and was making his second call on the prospect, 
whom he was urging to stock a line of bulk cookies. 
Two kinds of cakes were especially urged on the 
dealer. But the latter was obdurate; he had two bar- 
rels in the house at the very minute, he said, which 
he could not sell. 

Bill met this objection diplomatically; with the 
merchant’s consent, he rolled both barrels to the front 
of the store, put a glass top on each, and made up 
attractive three-pound boxes and placed one on top 
of each glass cover. 

“What do you want for them?” he asked the 
grocer. “I’d like to get 15 cents for them, but I’d be 
tickled to death to move ’em at ‘3 pounds for 29 
cents,” was the response. 

- Bill took a heavy pencil from behind the cash 
register, a piece of white cardboard from a box a 
clerk was opening, and put up a sign, “Three Pounds 
for 29 Cents.” 

“Next week when he came back,” says “The Co- 
operator,” “the grocer met him with a grin as he 
entered and said, ‘Bill, send out two boxes of your 
bulk cookies.’ This gave Bill his chance and he said, 
‘Gift, you can sell almost any kind of goods if you 
can get them where people can see them. On the other 
hand, you can sell more of the same kind of goods if 
they are well-advertised.’ ” 





Why Use There is so much crowding and shouting 
the Window in the newspapers these days, it is diffi- 
Medium? cult to get adequate attention,” said a 

prominent shoe retailer, recently, “Bill- 
boards are getting in the same class.” 

This is his reason for assuming that more care must 
be given to displays. Here the buyer is at the point of 
sale, ready to follow out the mandates of style and 
price. If you tie up your showings with direct mail the 
results are all the better, according to his views. 

“Just recently we sent out a personal letter to our 
‘men’ customers,” he declares. “‘While we did not check 
the results accurately, it was quite common to have five 
or six men come into the store with the letter in their 
hands. The alliance of the windows and type written 


word did it.” 
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Mr. Colbert a Lot of Exercise 


The Public Never Knows Its Cost 


The Hard Work and the Problems That the Displayman Encounters 
Are Personified In This Experience 


By JAMES J. COLBERT 
Display Manager, The Larkin Store, Buffalo, N. Y. 


HE Larkin Store, located at Seneca and 

Van Rensselaer Streets, Buffalo, is a de- 

partment store having no connection with 

the regular Larkin mail order business. 

It not only sells the Larkin catalog mer- 

chandise, but all other articles handled by the- up-to-date 
department store. 

Show windows and displays of merchandise inside 
the store are tied us as closely as possible with the news- 
paper advertising. A window schedule is made up par- 
alleling the advertising schedule. 


The silverware window, which accompanies this 
article, was built on a foundation made of a series of 
platforms originally built for pyramid display in the 
store. The window background was hung with silver 
tinsel garland, between 700 and 800 strips being used. 
Cotton batting, liberally sprinkled with fire-proof 
“snow” covered the floor and pyramid. Along the front 
of the window runs a steam pipe, and this was covered 
with powdered asbestos to reduce the fire hazard. 


The window was brilliantly illuminated with a bank 
of twelve 200-watt lights, augmented by three spotlights. 
The result was that it was absolutely impossible for any- 
one to pass along the street without their gaze traveling 
toward the blazing white window with its sparkling sil- 
verware. 

The store people called this my unlucky window. 
Finishing the display about four in the morning, I was 
giving it a final inspection when a defective spot-light 
wire flashed and my window went up in smoke before 





my eyes. The fire was quickly extinguished by the ' 


automatic sprinklers, after both panes of glass had been 
broken. 

Two nights later I duplicated the window, working 
most of the night on it. It had not been completed many 
hours before along came a man with a heavy cargo of 
“prohibition” liquor. Somehow he managed to fall into 
the window, smashing the glass. The storm which was 
raging at the time finished the desctruction of my sec- 
ond effort. Again.I went to work, and this time the 
window “stayed put.” 


CARVED WOOD PRODUCTS FIRM IN FIELD 

A prominent Port Huron (Mich.) company has recently 
adopted a very progressive manufacturing and selling idea 
in the production of exceedingly artistic and beautifully 
colored background panels, shields, dividers, screens, etc., 
that have as their distinctive feature carved and scroll work. 

These products are one of the most signal developments 
in the realm of modern window display and open up the op- 
portunity for small and medium-size establishments to the 
same quality displays used by large stores. They are made 
by the Burwood Carved Wood Products Co. 

Their most interesting feature is that they are made in 
light and inexpensive material, yet strong and substantial, 
such as spruce wood, celotex, etc., and, being produced in 
large quantities, can be marketed at low prices. 

Every range and gradation of coloring or pictorial scheme 
can be produced on these decorative panels, and they will 
enable the display manager to show many varieties of high- 
class merchandise in drapes, etc. Ability to sell more goods 
is one of the claims made for them. 

An eastern display firm having many valuable contacts, 
the Display Craft Co., 1350 Broadway, New York, has been 
engaged to place them on the display market. 
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Advance Display Service, 166 Ogden Ave., Milwaukee, 
Wis., announces the enlargement of its organization, so that 
a complete sign and show card and distributing service may 
be offered its clients in addition to window display installa- 
tions. The sign department will be’in charge of Wm. Miller, 
the show card department in charge of Jack Seifert, the 
city’s best show card artist, the window trimming depart- 
ment in charge of Bus Bayley, and George Moran in charge 
of distributing and sign tacking. This concern has had a 
very busy season in its window installation department, hav- 
ing completed contracts for El Producto, Roi Tan, Harvester, 
Van Camp, Clicquot Club, Silver Spray, Jelke Oleomargarine 
and others. 





F. M. Walker, manager of Buckeye Display Service, Co- 
lumbus, Ohio, reports a well-organized outfit to handle dis- 
plays in that city and central Ohio. 





Charles Ely, well-known displayman for Browning, King 
& Co., Detroit, Mich., has opened a display service in that 
city to be known as the Merchants’ Display Service and 
located at 12639 Indiana Avenue. 





D. E. Cain and H. A. Gift have established the Mer- 
chandisers’ Display Bureau, 623 Occidental Building, In- 
dianapolis, Ind.. J. E. Dwenger is also a member of the 
firm, serving as display manager. This organization will 
serve both the local merchant and the national advertiser. 





The Excelsior Window Trimming Co., 276 Fifth Avenue, 
New York City, announces the withdrawal from the firm of 
H. N. Kluger. The company has been completely reorganzed 
and will operate under the sole management of Maxwell M. 
Salt. A better and more complete service is now assured 
its clients. 





M. J. Anderson, established sign contractor of Marquette, 
Mich., is adding a window display instaJlation department 
to his business. He is prepared to handle the special dis- 
play work for local merchants.as well as the usual installa- 
tions for national advertisers. 





Greenwald Display Fixture Co. have removed to a large 
ground floor store in the Hotel Breslin, 1194 Broadway, New 
York City, where they will enter a new departure for them 
in the display fixture business. This will consist of a com- 
prehensive assortment of display novelties and color light- 
ing equipment, ranging from the large theatrical dimmer 
having rainbow effect to the small spotlight for focus effect. 
Harry Gilberg, prominently known in the eastern field among 
displaymen and buyers, will have charge of this department. 





J. L. McLogan, Los Angeles, sales agent for the Inter- 
national Register Co., reports that many window displaymen 
in this region have purchased new Cutawls recently. 





Paul E. Heiser, manager of Associated Arts Co., reports 
his sales force increased to five street men calling on the 
displaymen in southern California. 





David Starkman, display manager for the New York 
Stores, Los Angeles, is now showing early spring fashions 
before up-to-the-minute backgrounds. His wax models are 
new and interesting in design. 





J. V. Johnson, display service man for the Pacific Coast 
Shredded Wheat Co., Los Angeles, Cal., has just started a 
window display campaign in Los Angeles and adjacent 
towns south to San Diego. 
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The Advertisers’ Display Service, of Indianapolis, has re- 
moved from the Lombard Building to larger quarters at 572 
Century Building. This expansion, caused by largely in- 
creased business last year, will be broadened by the addition 
to the staff of E. Twietmeyer, who will manage and per- 
sonally supervise all display work. Among the clients served 
by this organization in 1926 were twenty-eight national ad- 
vertisers. 





The Terri Co., makers of high quality vanity cases, re- 
cently had completed for them by Alexander & Devereaux, 
of 15 East Twenty-second Street, a number of applique win- 
dow displays termed “Devale” posters. These contain figures 
with miniature costumes made of rich velvets, brocade and 
lace. A new departure has been used to enhance these dis- 
plays by covering them with DuPont Cellophane, a trans- 
parent material that not only protects the display but 
enhances its attraction power. 





R. Victor Langford, display manager of the Western 
Auto Supply Co., is now conducting classes in window dis- 
play ior the benefit of the out-of-town dealers who trim their 
own windows in support of goods supplied by his organiza- 
tion. 





Vern Hollingsworth, display advertising manager of the 
Golden Gate Milk Products Co., has increased the display 
advertising force by the addition of two more men. 





C. R. Sheppard, display service man for the Globe Mills 
Co., Los Angeles, is leaving for a campaign in Santa Ana 
and Ocean Side, Cal. 





M. M. Galvin, display advertising service man for the 
Cactus Mfg. Co., Los Angeles, is now placing outdoor signs 
in service stations along with the regular window displays 
on Cactus Boots. 





Donald Kastner, display manager for the California Fruit 
Growers’ Exchange, Los Angeles, plans a very instructive 
window display on Citrus products at the next meeting of 
the Los Angeles Window Display Advertising Association, 
to be held February 25 at the Bert A. Landers Studio. 





W. N. Foster, display service man for the Kuhl-Warren 
Co., Los Angeles, has just returned from San Bernardino, 
where he installed displays on Cream of Wheat, Alpine Milk 
and Golden Age Spaghetti. 





J. W. Jakway, display manager for the Dressler Hard- 
ware Co., Los Angeles, plans to remodel several of his win- 
dows in preparation for the summer business drive. 





Fred Ussher, display manager for the Western Whole- 
sale Drug Co., Los Angeles, advises that contracts have been 
signed for Van Ess, Binz Products, Bristol-Myers wares 
and Musterole. These are just a few of the campaigns being 
handled by the service at this time. 





A new catalog of flowers and foliage has just been issued 
by the Ove Gnatt Co., LaPorte, Ind. This company spe- 
cializes in florists’ supplies and offers a choice collection of 
flowers and sprays prepared for the window and interior 
display manager’s use. 





Vern W. Davis, who until recently was in charge of dis- 
plays for C. A. Warner, Slater, Mo., has taken a step forward 
by becoming first assistant to Display Manager E. T. Helms, 
Palace Clothing Co., Kansas City, Mo. 
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The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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Window Displays installed in six 


NEW ENGLAND STATES 


or any one city 


New England Window Display Service 
161 Massachusetts Avenue, Boston 


“The Service That Pays” 
SPRINGFIELD, MASS. 


AND WIC ity 
A complete window display and distributing: service. 
Tell us your problem, and let us submit our. proposition. 


PAAPE’S WINDOW DISPLAY SERVICE 
22 PHOENIX STREET SPRINGFIELD, MASS. 


Associate Window Display Installation Bureau 
Members International Association of Displaymen 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


WINDOW DISPLAY SERVICE 


NESS BLDG. 


SALT LAKE CITY 


(The Center of Scenic America) 
Has a connection with Salt Lake Druggists’ and Grocers’ Asso- 
ciations. Backed and Sponsored by all local Newspapers, Brokers’ 
Association and the Chamber of Commerce. 


SEND FOR LITERATURE 
Window Display Installation Bureau Associate. 


BUCKEYE DISPLAY SERVICE 


“Columbus’ Oldest Window Advertising Service” 
214 Schultz Building Columbus, Ohio 
DISPLAY ENGINEERS FOR LOCAL 
MERCHANTS AND NATIONAL ADVERTISERS 


_ More than a thousand windows available in Columbus and 
vicinity. Let us cover Ohio and the surrounding states for you. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertsers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 




















Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


WASHINGTON, D. C. 


Complete Window Display Service for National Advertisers, 
Guaranteed Service. “We have nothing to sell but service, the 
kind you want when you want it.’ 

WASHINGTON WINDOW DISPLAY SERVICE 
1317 New York Ave., N. W. 
MAURICE KRESSIN, Gen. Mgr. 

Associate Member, Window Dispay Installation Bureau, Inc. 








Washington, D. C. 








REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


232 LAFAYETTE BLVD., WEST, DETROIT, MICH. 


R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers... We cover 


the entire State of Michigan and Toledo, O 
Associated with Window Display Installation Bureau, Inc. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 
007 W. Lenoir St, Display Specialist 





Raleigh, N. C. 








COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 


“DISPLAYS OF THE HIGHER CLASS” 
We guarantee the finest locations and best windows in 


PHILADELPHIA 


Will gladly outline our new and original system, which will 
appeal to all desiring a window campaign. 


THE BUSINESS BUILDERS 
NOTE CHANGE OF ADDRESS 
5712 HEGERMAN ST. BELL PHONE JEFFERSON 6041 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 














' J. D. WILLIAMS DISPLAY SERVICE 


509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, IIl. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 

“Window Displays That Sell Merchandise” 








NOTICE! 
The Western Display Service has been taken over by the Western 
Wholesale Drug Co., and will be operated as a department of 
that concern. Address all inquiries to 
WESTERN WHOLESALE DRUG CO., 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Att. Mr. Fred E. Ussher, Mgr. Window Display Service Dept. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








CALIFORNIA 


ALL TOWNS 
Manufacturers’ Window Display Service 
for National Advertisers 
Campaigns with Steady Service a Specialty 
THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 








CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 
Associate of Window Display Installation Bureau, Inc. 











How to Conduct a Profitable Display Service 
By JAY FRANCIS COOPER 


HE day has arrived when every average-sized city 
in the country can boast of‘a local display service. 
There is an active demand for service work both 
by local merchants and national advertisers. Those 
that want to make their business profitable must organize 
in a business-like way. The opportunities are there,‘as many 
of these organizations are ‘operating at an attractive profit. 

A few suggestions are offered here, especially for the 
benefit of those display service firms who are catering to the 
business of the local merchant. In the first place, install a 
system in your offices that will enable you to render a better 
service and to know your seryice better. Any standard card 
filing system will prove satisfactory. List the dealer’s name 
and address, the size of the windows, day of display service, 
trimmer’s name, window service rate, whether the store 
washes the window before installation or not, if the store 
has fixtures, time of day of installation is desired, last dis- 
play, if cards are furnished, etc. With this information at 
hand the service understands conditions. The displaymen 
should be instructed on the best display practice and ac- 
quainted with the many tricks of the trade. 

It proves very valuable to furnish the displayman with 
a sketch of the installation before he goes “on location.” 
This will save much time in planning the setting on the spot. 

Have the merchant advise in advance what he desires for 
his next trim, and then sketch the installation in advance. 
Most merchants will not decide until the last moment what 
they want to feature, but if you will tell him that by know- 
ing in advance a much more attractive and effective display 
can be worked out, he will, be willing to give you the de- 
sired information. 

There are many advantages to all concerned in planning 
the work of the display service in this manner. There is 
ample time to get into touch with the manufacturers of some 
of the merchandise to be displayed, and their cooperation will 
be gladly given in furnishing display helps, such as cut-outs, 
which can be used to great advantage. 

A dummy show window in the offices of the display service 
is very desirable. This need not be elaborate and can be 
built very quickly and with little cost. Merchants can be 
invited to view such model displays as are set up from time 
to time. 

Rates for display service work offer a very puzzling prob- 
lem, but these should be based more or less on the conditions 
in the particular city and the class of work demanded. How- 
ever, there should be a standard charge per window, accord- 
ing to size, and this rate should be exclusively for the in- 
stallation work. Washing windows, manufacturing decora- 
tives, furnishing fixtures, writing show cards, etc., should 
command an extra charge according to the amount of work 
requested. ‘ 

The service can profitably handle a limited supply of 
fixtures, artificial flowers, display fabrics, background panels 


2 


and other accessories, which can be offered the merchant on 
rental basis or outright sale. The service can also act as + 
local representative for the leading fixture and decorative 
supply houses and earn an attractive commission on all 
sales made. 

Some good opportunities for display service contracts can 
be found in confectionery stores, cafes, restaurants, photoplay 
houses, real estate and insurance offices. Empty store win- 
dows offer good opportunity for tie-up displays. 

The live service can certainly find many sources of revenue 
locally, and this, in addition to the increasing volume of work 
from the national advertisers, should enable to operate a 
year-around, successful and profitable business. 


DETROIT TO HAVE BUSINESS CONFERENCE 


A redoubtable list of speakers has been assembled for the 
Better Merchandising Conference to be held in Detroit at 
the Masonic Temple, March 8, 9 and 10. Those now defi- 
nitely booked include: Fred P. Mann, Sr., Devils Lake. 
N. D.; subject, “Building a Business of $500,000 in a Five 
Thousand Town”; Lew Hahn, managing director of National 
Retail Dry Goods Association; subject, “Organizing the 
Sales People for More Business in 1927”; R. A. Chandler, 
Chandler Hardware Co., Sylvania, Ohio; subject, “How Out- 
side Salesmen Develop Business for Our Retail Store”; E. S. 
Charles, Charles Company, Napoleon, Ohio; subject, “How 
We Increased Business 42 Per Cent in Six Months”; John 
B. Garver, Garver Bros., Strasburg, Ohio; subject, “The 
Future of the Country Store”; Bob Mooney, B. & O. Cash 
Store, Temple, Okla.; subject, “Why and How We Sell Mer- 
chandise for Cash”; Alf W. Pauley, nationally known drug- 
gist of St. Louis, Mo.; subject, “More Profit Through Quick 
Turnover”; Lois B. Hunter, advertising manager of Himel- 
hoch Bros. & Co., Detroit; subject, “Advertising”; Harvey J. 
Campbell, vice-president and secretary of Detroit Board of 
Commerce; subject, “Meeting Competition”; Frederick J. 
Nichols, directors of Merchants’ Service Bureau; subject, 
“The Place and Value of Service in Business”; T. K. Kelly, 
T. K. Kelly System, Minneapolis, Minn.; subject, “Handling 
of Credits.” 





NEW CURTIS-LEGER FIELD MEN NAMED 


Don C. Stephenson has been appointed representative of 
the Curtis-Leger Fixture Co. for the state of Michigan. Mr. 
Stephenson, who is well known to display managers of the 
Bay State, will have his headquarters at Saginaw, Mich. 

Charles T. Boyd, who, previous to this year, represented 
both Curtis-Leger Fixture Co. and Curtis Lighting, Inc., in 
the Northwestern States, will not devote his time exclusively 
to the Curtis-Leger complete line of display equipment. 
W. K. Turner, with headquarters at Seattle, will represent 
Curtis Lighting, Inc. 
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The Card is the Finishing Touch 


To Really Complete a Display There Is N othing That Will Take 


Its Place 


It Explains and Supports the Window 


_ By F. M. LONBERGER 
Display Manager, Kespohl-Mohrenstecher Co., Quincy, Ill. 


HERE are stores here and there which 
reduce the use of window cards to a mini- 
mum, regarding their displays as suffi- 
ciently expressive to tell their own story. 
But such organizations are almost as rare 

as the late lamented dodo. ; 

To really complete a display there is nothing that 
will take the place of the show card. Just as the movie 
needs sub-titles, the window must have some medium 
of explanation by which the factors of material and 








price, seasonableness, manufacture, and various other 
features with which the prospective buyer is concerned, 
can be made plain. Good, cleverly phrased cards make 
a showing effective, round it out and lend it selling 
force. 

Just a little common sense is required to determine 


the type of card to use. Playing a minor role in the 


window, it cannot be permitted to become too blatant, 
yet the color of board and lettering must be bright 
(Continued on page 63) 


A Group of Cards Expressing the Principles which Mr. Lonberger Advocates 
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A Fight Won Sy Quality! 


Many readers of The Display World remember “Perfect Stroke” from 









the beginning . . . it’s approaching two score years now . . . they recall the 
struggle that was ours to make a place for our brand . . . and then to hold 
that place. QUALITY has been responsible . . . quality is responsible today 


for the national, yes, international, distribution of 


TRADE MARK REGUS PAT OFF 


BRUSHES ano SUPPLIES 


Today we are fully abreast of the times, if indeed not a step 
ahead. The “Perfect Stroke” line has grown and grown, our service 
has improved, our clients have sprung from a few thousand to 
nearly twenty-five thousand. 


Those of yott who have known us all this time, understand. 
Others are invited to get acquainted with us—NOW. It’s easy— 


just write for Catalog No. 13 


126 TO130 S DAYTON, 
E.THIRD ST. e OHIO. 
| and Suppli 


Ohe House of Pertict Stroke Brushes and Supplies 
































(U. S.° Patented 
No. 166998) 


SKY WRITING 


Show Card Writing is more profitable and not re hazardous as f e e e 
skywriting; besides, there is a constant stream of orders. t f 

Sign Painters and Decorators produce masterpieces on glass é ‘ AY 7nc 2VE 
or wood and that is the end for them,—but with Card Writing 
the work is continuous, to the Card Writer’s profit. 


1 abli i. Seeite Sad had ares " d A 
cn NO other Establishment in America has had greater experi- Show Card Attracts 








fraternity AS THE ORIGINATORS OF DULL FINISH SHO- 


CARD a eee by ge Ainge vane _— Writing _— das can give individuality to your cards with 
as th ki s ideal. i mac s : rely ° 
heal catdtataen yo lil eee en ee ae the Paasche Airbrush. It's light and convenient 
Large and varied range of Magnificent Colors—full samples . : BS 
will be’ mailed upon request—orders filled at Lowest Direct and highly perfected. Order it on our —_— back 
Factory Prices. guarantee. Send for our catalog showing samples 
Manufacturers of Royal Crest Products of work done with Paasche. 


Sho-Card Board (Dull Coated) Litho. Blanks (Dull Coated) 


Poster-Coat Boards (Dull Chinatex Display Boards 
Coated) Frieze Display Boards : a 
Pla-Card Boards (Dull Coated) Lava Display Boards . 
Sign Crafters’ Blanks (Dull Adelphia Display Boards 
Coated) Ripple Display Boards y ‘sy 
Mat and Mount Boards 
Illustrating and Drawing Boards, etc., etc. 1902 DIVERSEY PARKWAY CHICAGO 
‘Los Angeles New York City 
HURLOCK BROS. COMPANY, Inc. ee a 
Philadelphia DW2-Gray 


3436-38 Market St. 
3435-39 Ludlow St. 





Office and Works 
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Blending Cards With Merchandise 


Conforming Their Characteristics to the Goods Dictates 
the Delicacy or Boldness of Their Execution 


By EDWARD E. HARTZELL 
Display Manager, Island Creek Store Co., Holden, W. Va. 


S display manager of the Island Creek Stores 

Co., which owns and operates eleven suc- 

cessful retail stores, I find the show card a 

very important factor. Like C. E. Crick- 

mer, general manager of our organization, 

I find that a neat, attractive show card is as important 

“as the display itself; in fact, the public will judge the 

quality of the merchandise by the copy on the store card. 

It is, therefore, necessary that we combine these two in 
order to obtain the best results. 


CLOTHES 


In a certain sense the character of the card is sym- 
bolic of the merchandise. When you present blankets 
or similarly bulky textiles, the card can be lettered in 
bold characters, a treatment that would be disastrous 
for lingerie or toilet goods. For luxuries which find 
their purchasers among people of refinement, whose 
buying tendencies are influenced by surroundings, the 
lettering must reflect the gentility and caste appeal 
which the goods contain. Here delicate lettering, with 
graceful lines and curves, is vital. 


A Group of Six Cards on Black Board Executed in Mr. Hartzell’s Most Characteristic Style 





Febr 


r 


with 
to th 
fron 
eras 
natu 
and 


C 


x 


in CC 
exan 


E 
Af 


B. A, 
and | 
and r 
numb 
strens 
prese: 
result 

Th 
South 
forty 
of the 
first 
The f 
turer, 
succes 
new 1 


direct 
end di 
zation 
propri 
range 
B, 
was it 
bershi 


TI 


enoug 


in col 
shades 
are in 
tials. 

rouses 
ings, 

advisa 
the ne 
violet. 


} 

The 
announ 
represe 
Philade 
Delawa 
333 Wa 


territor 








February, 1927 THE DISPLAY WORLD 63 









































The color of the cardboard should likewise blend 
with the hues of the goods, as well as show relationship 
to the seasons. The browns and tans of autumn are far : me 
from pleasant in the spring, when opening flowers and tae fi 
grassy hillsides reveal on all sides the awakening of 
nature. Blues, pinks and greens are dominant then, 
and the windowman’s card must mirror their colorings. 

Shortly I hope to present a discussion of pictorials 
in connection with lettering, illustrating my views with 
examples of poster art. 
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ts British Organization Proceeding 

in 

E Aftermath of Oxford Convention Is Ground Swell , : 

+ ' Toward Formation of Local Bodies Beers a in 

| I 

se NE of the aftermaths of the recent British Asso- t pe { or fa! 
he ciation of Displaymen’s convention at Oxford is Ar oster Boar 
- a wave of interest in local associations which are Ucahinchibenvadt for 
th springing up with unexampled frequency. The Some on Both Pen 





B. A. D. M. has emerged from a trying period in which debts 
and handicaps inherited from the past have been wiped out 


and Brush Work 


and now. is ready to take the field in aggressive fashion. A 
number of independent local associations of considerable Send tor Jample Folder 
strength have joined in the forward movement and the 
present interest in foundations of new local bodies is the crestENT)) Baad 
result. ‘ . 

Through the efforts of the Chamber of Commerce of 
Southampton, a meeting of displaymen was held recently and Cyst - we announce the addition of 
forty members enrolled in a local society. The chairman our new STARBURST LINE of Poster 
of the Retail Trades’ Association of the chamber became the Boards in Six Stunning New Colors 


first president and a capable body of officers was chosen. aa 
The first regular meeting, addressed by a speaker (or “lec- 
turer,” as they are termed in England), was an astonishing CHICAGO sorts COMPANY 
success, resulting in a crowded hall and enrollment of eight Originators of New Colors and Finishes in Poster Boards - 
new members. A group of able speakers has been lined up 
for future addresses and the outlook augurs well. 

At Southend-on-Sea a new body has been formed as a 
direct result ‘of the Oxford convention, from which South- You Need One 
end displaymen returned full of enthusiasm for local organi- \ 
zation. Through the assistance of a local employer seventy 
proprietors and displaymen attended a meeting at which ar- 
rangements for launching the new society were completed. 
F. C. Lawrence, provisional secretary of the B. A. D. M., 
was in attendance and made one of the addresses. A mem- 
bership of 100 is forecast. 











Huge electric signs; Tiny show cards. 
A WOLD Air Brush for every purpose. 









The Card is the Finishing Touch Send direct for catalog. 
(Continued from page 60) The Wold Air Beusch 
enough to insure its perusal. The phrasing should be Mfz. Co 


Very Smooth 


ter i nsi nd yet not too clever. 
se and pithy, comprehensive, and y Bd, 


Good lettering, following recognized styles, lettering 
in colors harmonizing with the board in higher or lower 
shades or contrasting pleasantly, and board sizes that 


2173 N. California Ave., Chicago 











LUSTROUS—DURABLE—NON-FADING 








are in proportion to the size of the display, are essen- Wil eS 5 
tials. A suggestion of the season is also valuable, as it S SOL” FABRICS 

rouses thoughts of approaching changes in surround- Z S. M. HEXTER & COMPANY 

ings. For instance, as spring is now approaching, it is suo GEABRICSN CLEVELAND, OHIO 

advisable to use inks and boards in colors that relate to hes art on ee ee ee 
































the new season, such as green, pink, blue, yellow and 
violet. SPECIAL ” CHARLESE NEWTON] 
WHOLESALE & RETAIL 
FEATURES Moving Clouds, gr Ocean 
NEW REPRESENTATIVES FOR SUN-RAY FOR tons, Five Lightning: Flowing Lava, Bie, 
The Sun-Ray Lighting Products, Inc., New York City, WINDOW Sireptcsns,"Sclonicons,Spotlets, 
announces. the appointment of the following direct factory DISPLAY nen 
representatives: Cherry Morse Sales Co., 134 Walnut Street, LIGHTING 244 West 14th St NYC. 
Philadelphia, Pa., for the states of Pennsylvania, Maryland, —_— ace 





Delaware and the District of Columbia; David H. Davidson, 
333 Washington Street, Boston, Mass., for the New England 
territory. 





Use the OPPORTUNITY EXCHANGE when you 
want to get quick results on any want. 
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What Gas Displaymen are Planning 


A Survey of Accomplishments During the Past Year and an Outline 
of the Program: for the Ensuing Year 
By SYLVESTER C. RIESER 
Chairman, Committee on Window Displays, American Gas Association 


Excerpts from the Committee Report to the Commercial Chairmen Meeting 
of the A. G. A., at Cleveland, January 7, 1927. 


INCE it has been my good fortune to continue as 
chairman of the Committee on Window Dis- 
plays of the American Gas Association, I feel 
that I cannot let this occasion and this oppor- 
tunity pass without declaring my appreciation 
of the confidence which the association is thus 





skowing in me. 

I am deeply grateful for this confidence and for the honor 
of serving you as the chairman of the committee. But it 
would be neither right nor fair for me to speak to you as 
the chairman of the display committee without commending 
you, my fellows, on the committee, without speaking of those 
who have given such valiant assistance in carrying out the 
work of our group. If you will let me except the chairman, 
of course, I am happy to say to you that you have a good 
committee in the group which has been appointed to serve 
with me, 

Mr. Lindsay, of Peoples’ Gas Stores, Inc., of Chicago, III. ; 
Mr. Swenson, of Peoplés’ Gas Stores, Inc., of Chicago, II. ; 
Mr- Martin, of Consolidated Gas Co., of New York; Mr. 
Shepard, of the Central Hudson’ System, and Mr. Conklin, 
of the Brooklyn Union Gas Co., Brooklyn, make up the dis- 
play committee. All of the members have been willing and 
diligent workers. They have not made any convenient and 
imposed-upon “George” out of me—not by any means. 

If you will recall, when my committee met for the first 
time, we met with the determination to make the display 
committee of the American Gas Association a real, live, 
force. Up to that time, last year, the display committee had 
pretty largely been one of those committees which was ap- 
pointed regularly, but which never did very much. We tried 
to change this. 

An organization meeting of the display committee was 
held at Chicago on June 14, at the Sherman Hotel, in con- 
nection with the convention of the International Association 
of Display Men. At that meeting we outlined a program of 


service. Altered to meet circumstances, however, our original | 


plans have been carried out fairly well, and, I believe, we are 
ready at this time to enlarge upon them. 

One of the very first things which the display committee 
did was to decide at the organization meeting in June to 
offer its assistance to manufacturers who were to be ex- 
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ealth of Dignity in This Jewel Box Range 
Display Executed by Mr. Rieser 


There Is a 


‘hibitors at the Atlantic City convention of the association. 


This offer was gladly, accepted with the result that the dis- 
play committee furnished thirty-five sketches to booth 
holders at the Atlantic City convention and helped many of 
the manufacturers in the planning and building of their dis- 
plays. The many interesting and attractive booths at this 
convention were due largely to the good offices of the dis- 
play committee. 

The window display exhibit at the Atlantic City conven- 
tion was an outstanding feature of the meeting, and was re- 
sponsible, I believe, for the creation of an unusual amount 
of interest in window displays as an advertising and selling 
medium for the public utility. 

In addition to the assistance given manufacturers in their 
displays, and in addition to the window display exhibit, the 
display committee induced Mr. Stensgaard, director of dis- 
play for the Stewart-Warner Corporation, to address the con- 
vention on the value of window displays. Mr. Stensgaard 
is an expert with years of prac- 
tical experience. His talk was 
generally conceded to be one of 
the best at the convention. 

Subsequently in the year, the 
display committee distributed a 
booklet of window display adver- 
tising which contained three illus- 
trated articles on displays pro- 
duced by public utilities. 

Serving as outlined above and 
doing its own internal work, the 
‘committee, I feel confident to 
state, has become the functioning 
body for display work of the 
American Gas Association. 

Now for 1927. Just to promise 
you increased usefulness and 
service on the part of the com- 
mittee during the coming year is 
not ‘sufficient. We do promise 


“Gas for Smokeless Fuel” Is the Theme of S, C. Rieser’s Poster Window; the Prosaic Gas that but we have more up our 


‘ 


Heater in Front is Nicely Relieved by the Artistic “Board” in the Background 


committee sleeve. 
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One of the things which .we started last year was to col- 
lect and make available the display experiences of the asso- 
ciation’s members. We intend to push it more vigorously in 
1927. It is my suggestion that photographs and details of 
outstanding public utilities’ displays be collected, and, to- 
gether with articles on display technique, combined in a book 
to be published by the association. The cost of this boo« 
could, I believe, be underwritten by the American Gas Asso- 
ciation, and the book could be sold to members at cost. . 

We of the display committee feel that the book would do 
a yeoman service in bringing to members of the association 
an understanding of the possibilities of window displays and 
a knowledge of the practical difficulties and obstacles to be 
overcome in their preparation. 

And at this point let me interpolate my own special plea 
for the increased use of displays. Although gas companies 
and all other public utilities have taken a tremendous in- 
terest in displays in the past several years, the industry i» 
still far behind other industries in this phase of selling. 

Increased use of displays by gas companies is an indica- 
tion to me that those who are using them have realized that 
scientific selling requires the creation of consumer demand 
through well-planned methods of advertising, chief of which 
is the store and window display with all its tremendous 
power of sales and suggestion. In my opinion, as much, if 
not more, importance should be attached to the manner of 
displaying goods as to the manner of selling them person- 
ally, for display does more to focus the buyer’s mind and 
create or quicken the demand than any other form of adver- 
tising. Displays, as you know, have a tremendous advantage 
over every other medium, because they give the vendor full 
opportunity to follow the first rule of successful selling; 
that is, to show the goods which he has for sale. 

So, gentlemen, I believe that if my committee were to 
prepare a book of displays such as I explained a few mo- 
ments ago, the association would be more than well repaid 
for underwriting the publication of the booklet. 

Another activity which my committee intends to continue 
in 1927 is the handling of the display for the forthcoming 
convention of the American Gas Association- We hope to 
make the display this year an outstanding one, and we shall 
bend all our efforts in this direction. Mr. West will take up 
the question of space with the officials of the association, and 
we hope to place the exhibit near the headquarters’ exhibit 
of the association. Mr. West’s report on this will be made 
to the display committee at the Detroit meeting, which we 
are planning to hold in connection with the convention ‘of 
the International Association of Display Men in June. 

Another important job which the committee will do this 
year will be to work out a plan whereby the American Gas 
Association can underwrite a series of window displays 
whose expense will be returned in rentals from the member 
companies. 

I am particularly enthusiastic about this plan for a num- 
ber of reasons. In the first place, the cost of individual dis- 
plays for individual companies is pretty high. This plan 
would relieve members who do not have their own display 
sections of both the problem and the expense. It would raise 
the standard of displays wherever our series would be used. 
It would increase the usefulness of the association and its 
members, and the results of the displays would be sufficient, 
I am sure, to relieve the association of practically all expense. 

The biggest advantage of the series of displays rendered 
by the association to its members would be, of course, the 
quality of the display. When public utility companies do try 
this work, they more often than not either make a failure 
of it, or, at best, obtain only sad results. No progressive 
utility company could fail to recognize the value of such a 
service by the association, 

For the first year I would suggest heating—one on house 
heating, one on cooking, and one on the importance of using 
A. G. A. laboratory tested gas appliances, for displays on 
this phase of the gas company service would be a fine founda- 
"ite upon which to build other and more specialized displays 

ater, 
_And, in concluding, I am pleased to state that the com- 
mittee will again offer its assistance to the manufacturers 
Who exhibit at the next convention of the A. G. A. 
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The Fountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and ow | in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 











Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 
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WINDOW SETTINGS 
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19 East 15th St., New York City 
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DECORATIVE PAPERS 
AND CARDWRITERS’ SUPPLIES 


BECKER SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 
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When Class Room Methodsare Tested 


New England N. A. R. C. F. Student Astonished at Dollars and Cents 
Returns From Windows Built on School Plans 


XPERIENCE is a costly teacher whose fees 
are not always confined to money. There 
is a discouraging, blasting note to early re- 
verses which makes the recruit in any field 
of industry or business a bit timorous about 

future experiments. 

Establishment of the industrial school was the first 
step in getting around the wasteful mode of “learning 
by doing.” In no profession has it been more success- 
ful than in display, which is now witnessing the novelty 
of schools designed expressly for young windowmen 
who are already acquainted with some of the details of 
window decoration but who desire more knowledge of 
its structure and its possibilities. 

J. Duncan Williams, director of window display 
service for the National Association of Retail Clothiers 
and Furnishers, who has conducted a number of classes 
for window trimmers in men’s apparel, recently received 
a letter from a member of a New England class which 
indicates the practical benefits derived from short terms 
of instruction. Schools affording resident training of 
longer duration are even more successful. 

“Tt seems odd to be back on the job again after a 
pleasant two weeks at school in Boston,” says the 
writer. ‘However, my enthusiasm for window trim- 
ming is on the rise each day. 

“T’ve a very interesting story to tell, while I have 
no photos to accompany the letter. As you'll remember, 
we were to hold an opening of the new store on the 
Thursday following my return from Boston. When I 
came back I found everything all torn up, and it was 
my job to trim the interior and the windows. 

“To add to my dismay, I didn’t find a shirt board in 
the store, so I had to make some. What a job! But I 
got away with it, and made about eight of them to 
carry me through, and immediately put in an order for 
some to match our fixtures. 

“The trimming came slow, and a bit hard, but by 


taking my time and working nights I got things all set . 


for Thursday noon. 

“The opening was a wonderful success. . More peo- 
ple in the store on that one day than I’ve seen in the 
eight years I’ve been here, and more than I expect to 
see for a long time to come. The store is a show place 
of the town now—as modernly equipped as any store 
in the East, while it’s not as large as a lot of them. 


‘““ My windows were very successful. I never knew 
I would be able to do such a job. Here is the interest- 
ing feature. I intended to have a picture taken of them, 
so that you might send me a criticism, but by the time I 
got around to having it taken there was nothing left in 
the window. 

“T put in a neckwear section in the front and it 
sold out all of the three patterns I had in the window, 
that there were in stock, so the boys started selling from 
the window. I reduced the number of fixtures so I 
might get a few more ties in stock, and still they kept 


at the window. What a life! One perfectly good trim 
gone to the devil—but it had served its .purpose and 
done it well. The best part of the trim was that in 
selling ties it sold 94 per cent of them from $1.50 to 
$2.50, where our best sellers have always been $1.00 ties. 

“Further, I had a shirt section next to the neckwear 
section that increased the shirt business 54 per cent over 
the same three days last year. That section was ruined 
from a display standpoint, for, besides selling the shirts 
out to stock and window, it sold most of the one range 
of the ties I had in the section. 

“Then on the other side I had a section blue suits 
and overcoats—just one full unit—and that was very 
successful. Our blue clothing business was better than 
ever. 

‘In the back section I put brown suits and overcoats 
—two units—which did very well. It sold one suit and 
one overcoat out of the window. In the small cases 
by the door I had a tuxedo, and tuxedo furnishings. 
The result of my window trimming was putting in a 
temporary trim—Saturday night after work. 

“Mr. Carson is so pleased with the windows that 
he is willing to get most anything I want. I’d like to 
see the bird that can tell Mr. Carson or me that the 
school wasn’t beneficial. It was the best thing that could 
ever happen to me. 

“While some of that ‘wonder-selling’ may be at- 
tributed to the merchandise, the new store and various 
other reasons, a little of the credit will go to the trim- 
ming. 

“I’m awfully sorry that I haven’t got a picture to 
send you, but, just as soon as the boys start selling 
things out of stock, instead of out of the window, 
Ill have one taken. 

“This may interest you, and it may not, but I felt 
so happy that I thought; perhaps, you’d be interested to 
know how one of your proteges was getting on.” 





FIFTH AVENUE WINDOWS USING ART BOUQUETS 


One of the most ingenious floral devices has recently 
made its debut in leading New York City shop windows. The 
flowers are an artificial product, but of a genuinely artistic 
quality, and are arranged in bouquets that will serve as table 
centerpieces in themselves as backgrounds for place cards. 
The stores that have made use of the idea are James 
McCutcheon & Co., James McCreery & Co., B. Altman & 
Co., and John Wanamaker. New creations for the’ spring 
will be brides’ bouquets with marvelous reproductions of the 
bride’s roses and floral pieces arranged for Easter, and the 


.bride’s attendants from the Cyrille Steiner Studios, of 236 


West Fifty-fifth Street, New York City. 


NEW DISPLAY ART STUDIO IN PITTSBURGH 

Geo. S. Sherman has formed a partnership with Glenn 
H. Wegele to be known as the Sherman Studios, with offices 
at 211 Wood Street, Pittsburgh, Pa. They are fully equipped 
to execute a general line of commercial art, posters and win- 
dow displays, and special attention will be given to the crea- 
tion of painted cut-outs and display signs. A >mpetent 
corps of artists and mechanics has been assembied to assure 
the best workmanship and service. 
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What to Do With Dealer Helps 


(Continued from page 46) 


stands clear cut for one course or the other, quit or go 


ahead. Which course is the more logical? Of course — 


the rallying cry of those who advocate and practice ab- 
stinence in regard to dealer advertising in waste, waste, 
waste, and from biased counsel on every side are heard 
constant whispers and not infrequent shouts of waste 
each of which parades as a horrible example the product 
of the dabbler. There can be no doubt but that in this 
medium there is an element of waste, but where is there 
even one apostle of any medium of advertising who 
would stand up and say “In mine there is no waste?” 

Waste exists in every phase of human activity and the 
only right-minded way to determine upon any course of 
action is to weigh the factors of waste over against the op- 
posing factors of economy, which likewise exist on every 
hand.. In dealer advertising, however, at the present time 
this is impossible to do as there is no comprehensive data 
on its economies, but neither is there any authentic data on 
waste in spite of the sweeping generalities to the contrary- 
In view of this lack of facts on both sides, would it not be 
the part of common sense to avoid dogmatic arguments pro 
and con upon this basis until such time as authentic data is 
at hand? 

Let’s talk dealer advertising as based om straight think- 
ing. First of all, is straight thinking a justifiable basis for 
bold action, or should the advertiser hold up until the above 
information is available? Undoubtedly an executive order 
to “hold up” should be issued from every board of directors’ 
meeting, providing that at the same time they could issue 
one to the clock. In other words, if time could also be held 
up, the advertiser would be justified in waiting for facts. 
Since time moves unceasingly on, however, advertisers must 
consider that whatever is lost thereby is lost forever. An 
intelligent, vigorous program of dealer advertising in the 
light of present experience and circumstances is at least 
making the most of that which we have, whereas “holding 
up” is counting upon the elusive tomorrow when the balance 
sheet is figured upon the business of today. The hard, search- 
ing question to face is, how is it reasonable and logical to 
conclude in the absence of facts that dealer advertising will 
affect the profit and loss account? 

To state the same question in another way, is it not un- 
reasonable to assume that in the retail store, where my goods 
meet their most crucial and final battle against customer 
apathy, procrastination, forgetfulness, preference and com- 
petition, there I can afford to withhold my support? Where, 
if any, place along the entire line of merchandising effort 
ought my support be strongest, if not at the place of the 
final “yes” or “no?” To be missing then is like launching 
an offensive in battle to its final phase and then sending the 
infantry over without arms because some could not shoot 
straight. 

Barnum, the circus man, expounded a theory about fools, 
but he was wise enough to save his main show for the big 
tent. The parade and the side shows have their place and 
their budgets, but all have a single purpose, which is to get 
the public into the big tent. The dealer’s store where my 
product is sold is the big tent, and when the public is already 
in, can I afford not to do my “stuff” with all the ingenuity 
and ability at my command’? Barnum had the public’s money 
before they got in, and is it sensible for me to depend upon 
a fw “branded” properties for my act when I have their 
money still to get? “Try and get it” in this connection has 
its; humorous thought, but to not try to get it is tragic, profes- 
sionally speaking. 

So much for the prospects who:are in the store and just 
a little for those who pass by. Their case needs but little 
pleading. In view of the barrels of money spent in the other 
mediums of advertising to prepare the millions of prospects 
for their trip downtown, when they get there can I afford to 
let them pass a single store where my product is carried 


‘without reminding them of the product and its name. 
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Get Business by Mail 


60 pages of vital business facts and figures. 
Who, where and how many your prospects 


are. 
8,000 lines of business covered. Compiled 
by the Largest Directory Publishers in the 
world, thru information obtained by actual 
door-to-door canvass. 

Write for your FREE copy 


R. L; Polk & Co., Detroit, Mich. 
POLK DIRECTORY BLDG. 
Branches in principal cities of U. 8S. 














We make them in all sizes with single borders, 
double borders, and with gold bevel edges. 
Stock sizes, 6-ply white with two borders. 


114x234..75c per 100 3x5...... 90c per 100 
; 75c per 100 4x6... ..$1.25 per 100 
|. SE $1.50 per 100 
Other Sizes to Order 


Manufactured 


R. MARCHETTI & BRO. 


| 80 FOURTH AVENUE NEW YORK CITY 
SEND FOR SAMPLES 











SALES 9 
P DOUBLE YOUR win RIES 


DisPLAY ~»> SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


8 Over 5.000 FI ECTRIC WINDOW SALESMAN CO. “ commit 














Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 
Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 
$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 














LITHOGRAPHED DISPLAYS. 
CUT-OUTS, POSTERS, ETC. 
LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 
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The History of the Sharon Club 
What a Determined Effort to Stabilize a Local Display 


Organization Can Accomplish in a Small City 


By JACK W. SNEDDEN 


Secretary, The Sharon Association of Display Men, Sharon, Pa. 


N March 31, 1924, a meeting was con- 
vened in Moore’s Department Store by 
I. E. Ogg, for the purpose of organizing 
a displaymen’s club. H. O. Munger, of 
Youngstown, Ohio, gave a very interest- 
ing talk on the benefits of the display association, and 
better cooperation was the keynote of success to any 
local organization, which you can readily see has been 
our motto since the organization began. A motion was 
made by the men in attendance to call the club the 
“Sharon Association of Display Men,” and officers were 
elected for the first year. I. E. Ogg was chosen for 
president; W. A. Randall, vice president; F. A. Mc- 
Intyre, secretary and treasurer; trustees, Martin Hess, 
Paul Shatto and Frank Rodecker (deceased). Meetings 
were to be held on the second and fourth Mondays of 
each month. At this meeting the application for a 
charter was prepared and twenty-three applicants en- 
rolled as charter menbers. This list shows the names of : 
I. E. Ogg, W. A. Randall, F. A. McIntyre, W. B. King, 
J. W. Snedden, Frank Rodecker (deceased), Michael 
Novak, L. H. Berger, R. A. Webber, C. D. Price, B. 
H. Lemax, J. A. Stark, R. W. Roberts, C. E. Hess, 
R. R. Shatto, G. W. Atwood, E. L. Ferguson, P. N. 
Nathan, Martin Hess, M. B. Blakeley, R. W. Carroll 
and J. F. Nickum. : 

_ As the club got under way Mr. Ogg secured a num- 
ber of features and demonstrations, among these being 
H. O. Munger, Youngstown, cardwriting and advertis- 
ing; W. A. Randall, scenic backgrounds; S. E. Shupp, 
of the Litho Paint and Poster Co.; H. A. Heineman, 
Pittsburgh, scenic cards and cut-out work. This all 
happened during the first six months of our history. 

A wave of enthusiasm followed the return from the 
Cleveland I. A. D. M. convention of our three delegates 
and members went to work with vigor to increase the 
size of our organization. On February 12, 1925, we 
launched an annual entertainment under the name of 
“Cupids Ball” as a means of raising funds and have 
continued this until the present. Decorating the hall 
ourselves, we started on the road to success with ap- 
proximately seven hundred people in attendance from 
Youngstown, Warren (Ohio), Pittsburgh, New Castle, 
Oil City, Greenville and Mercer. 

After this accomplishment Mr. Ogg put on a ban- 
quet for the members as a compensation for their work. 
This affair was staged at the Shenango Hotel. 

Then our club began to grow, men coming and 
wanting to enroll with us just to say they were with 
the displaymen of Sharon. We-are always having 
parties, dances and theatre affairs to keep up the in- 
terest of the boys, and, of course, we find that credit 
mostly given to our success is close cooperation. and 
affiliation with the officers and the members. 


Each member had to put on a demonstration in the 
club rooms. During this time we were meeting in the 
Chamber of Commerce rooms. But we were getting too 
large for the rooms and had to look elsewhere for club 
quarters, which we found one years ago next April. 
We occupy two rooms, and since going into our club 
rooms the boys have worked hard to build a window 
which is in size 12x9x7 feet, and is an up-to-date, 
modern window with the latest lighting effects of 3,500 
watts, and a textone background with a scroll door in 
the center with a marble floor and base board. The work 
is very beautiful, which W. Z. Coy, of Norfolk, Va., one 
of the executive members of the I. A. D. M., can 
vouch for. 

Donors of material were: United States Gypsum 
Co., Chicago, .Ill.; The Armstrong Linoleym Co., 
Lancaster, Pa.; The Murdison Co., Chicago, IIl.; C. 


.W. Brown Co., Pittsburgh; The McCallum Decorat- 


ing Corp., Pittsburgh, Pa.; The Pittsburgh Reflector 
Co., Pittsburgh, Pa.; The American Lithographic 
Co., New York City; The Pittsburgh Paint & Glass 
Co., Pittsburgh, Pa., and A. Wishart & Co., Sharon, Pa. 

Then on November 3, 1926, we had an open meet- 
ing night, which was a huge success, having with us 
for the good of the display profession, W. Z. Coy, of 
The Miller, Rhodes & Swartz Co., Norfolk, Va., and 
also one of the executive committee of the Interna- 
tional Association of Display Men, giving a talk to 
members of the local club and their employers. This 
was one of the largest meetings ever held at the 
association’s club rooms, having an attendance of 
thirty-five members and twenty employers. They 
were highly pleased with the progress that the club 
has made in three years’ time and before coming away 
they wished us much more success and greater things 
to accomplish the coming year. At the present time 
the club roster consists of forty-five members, and 
also up-to-date club rooms with everything modern 
a displayman wants. 

The present officers of the Sharon Club are: Presi- 
dent, I. E. Ogg; vice-president, W. B. King; secre- 
tary, J. W. Snedden; assistant secretary, M. L. Green- 
lund; treasurer, R. A. Webber ; trustees, R. L. James, 
chairman, Martin Hess and Michael Novak. You can 
also add that much of the success is to be credited 
to the untiring work of our faithful president, I. E. 
Ogg, who has worked very hard for the good of thre 
organization. ; 





THE PEER PRESENTS A PEERLESS CUP 


Aldershot, famous barracks town where several of King 
George’s crack regiments are stationed, had a new: sensa- 
tion when Lord Wolmer offered a cup as a prize for the 
best window installed by local butchers or fish dealers. 
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New Display Creations 





Combining beauty, utility and strong merchandising 
values, the traveling window display herewith illustrated for 
Van Heusen colars embraces several original ideas not here- 
tofore used. 

In the first place, it is purposely arranged in five parts 








The Elaborate Traveling Van Heusen Display 


so that the store that is limited in size, as many even very 
prominent haberdashery stores are, can easily use any num- 
ber of units down to one and still get strong attention values 

This creation is a product of Paul Marc, of 1680 Broad- 
way, New York, a specialist rapidly forging to the front 


and already re-engaged by the Van Heusen people to pre-. 


pare their 1927 window display campaign. 

It is made from Compo Board in antique gold finish in the 
Chippendale Colonial Period. The color scheme is vermilion 
and cerulean blue, the favor color scheme combined with the 
antique gold that was frequently favored by Benvenuto 
Cellini, one of the world’s most famous artists. 

The collar displays are arranged in four rows, as will 
be noticed, so that art will not entirely attract the purchaset. 
The globe in the center panel symbolizes universal use, and 
the other four surrounding it all contain high spots of in- 
terest. 





_ Here is the latest display fixture designed for advertising 
Spur ties. _The basis is an old idea, consisting of a frame 
prepared to hold current proofs of national advertisements, 








Showing How the New Display Features the Product 


but the intent of the fixture goes farther. In addition to 
space for the advertisement reproductions, there are wings 
on each side which will hold a display card of a half dozen 
Spur ties. This enables a perfect tie-up with actual mer- 
chandise. 

The finish is in gold with red lettering and will har- 
monize with the fittings in practically all up-to-date stores. 
It is now being introduced to the trade in conjunction with 
four color full-page ads appearing in the Saturday Evening 
Post every four weeks. 





Walters’ Fit-Rite and Sta-on Window Socks 
for decorators. Made of heavy fleece lined flexible Jersey cloth. 
An elastic band is taped 
and sewed in the 
top. 







Save 
your 
| merchan- Hard- 
| dise wood 
from floors 
loss. from 
injury. 


The illustration shows how by stretching the elastic top, 
they can be slipped over any shoe and cannot possibly come 
off. Order by size of shoes worn, 75c pair; $4.25 half dozen; 
$8.00 dozen, postpaid. They are easy to slip on. Durable and 
washable. 








J. M. WALTERS, M’F’R, 220 S. Benton Way, Los Angeles, Cal. 








ISPLAY FABRICS OF QUALITY 
for your SPRING WINDOWS 


WRITE US FOR QUOTATION ON YOUR NEEDS 
H. D. MENDELSSOHN & COMPANY 
112-118 WEST 44th STREET j NEW YORK, 'N. Y. 
When You Think of Fabrics Think of Us 








Before Ordering a Valance, Write 
BRYAN’S, Louisville, Ky. 















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and. 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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Carnation Displays Reach Huge Total 


Huge Milk Evaporating Organization Placing Over Sixty Thousand 
Windows Annually and Maintaining an Expert Crew of Trimmers 


By C. E. SHAFER 


Editor of Carnation Publications, Oconomowoc, Wis. 


HE Carnation Milk Products Company is 

“sold” on the value of window display to 

the extent of approximately sixty thou- 

sand trimmed windows a year. Window 

trimming and store materials represent 

one of the big items in the company’s annual adver- 

tising appropriation, and as much thought and plan- 

ning are given to these powerful and necessary pres- 

entations of Carnation products as to any feature of 
the advertising program. 

Carnation salesmen are trained in the art of win- 
dow decoration, and for the most part build the thou- 
sands of windows that so forcefully catch the eye of 
the housewives at the point of purchase, the grocery 
store window. 

The company-has in its employ a corps of pro- 
fessional window decorators, who are used to exploit 
local markets intensively. These men appear simul- 
taneously with local newspaper advertising and at 
other times are used as. instructors to salesmen. 
Where markets justify, and conditions demand, local 
window trimming services are employed to place Car- 
nation window displays. 

The Carnation display is very elastic and was de- 
signed to fit any or all of the many-shaped windows 
to be found in grocery stores. It consists of a win- 
dow header, which is pasted to the window; a center 
piece composed of the “Can in the Bottle” and a pas- 
toral scene in which “Contented Cows” are featured. 
Besides these two major pieces there are cut-outs of 
cows, and nine crown pieces to fit on can tops. Crepe 
paper is tastefully used in all trims. 

Carnation windows are cheerful and colorful and 
every one is placed with the idea that it is to speak 
a pleasant “Good Morning, Madam,” with never a 
suggestion of “goodbye.” 

The policy of the company to encourage combina- 
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A Tie-up With a Candy Window—“Carnation Caramels” 


tion windows in which food products other than Car- 


- nation milk are on display has met with most encour- 


aging results. The idea of associating milk with other 
foods in which it is used, such as coffee, cereals, 
candy, pastry and home-prepared dishes of all kinds, 
ties Carnation windows closely to national magazine 
advertising and‘gives them added power. 


WEST COAST DISPLAY SCHOOL.OPENS .- 

Facilities for instruction in display fundamentals were 
broadened on January 3, when Leslie J. Bell, advertising -and 
display manager for Hamilton’s, Albany, Ore., opened the 
“Bell School of Display Art and Show Card Writing.” Mr. 
Bell, who is noted for the cleverness of his windows and his 
frequent capture of display contest prizes, reports that within 
a week after announcement of his intention to open the 
school the quota for his first class was filled and that he was 
well on the way to “signing up” the next quota. 

In preparing for institution of his new venture, Mr. Bell 
took over the classrooms of a former business college and 
installed a splendid battery of show windows. The mer- 
chants of Albany, which city is said to have a reputation for 
excellent displays, have given the new schoolmaster hearty 
cooperation. An item of interest is that The DISPLAY 
WORLD will be one of the textbooks used. 
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Here Are Two Characteristic Carnation Displays, the Manufacturer’s Material Dominating Showings of Numerous Groceries 
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Dealer Help Is Theme of New Body 


(Continued from page 15) 


5. That a series of pamphlets, giving instructions to retail 
salespeople, be prepared for distribution. 

Recommendations of the committee on standardiz- 
ing materials used in dealer helps and service, headed 
by Eagle Freshwater, editor of The Furniture Record 
of Grand Rapids, Mich., which were adopted, were: 

1. That an investigation be made of the distribution of 
dealer helps and service by mail- 


2. That-an inquiry be made into the effectiveness of supply 
depots distributing helps and service to retailers from centers 
in the United States by service men employed by manufac- 
turers. 

3. That suggestions be obtained from retailers on the kind 
of dealer helps and service they want. 


4, That a clearing house be established to study methods 
of using dealer helps and service, and broadcast the results 
of its study to manufacturers. 

Recommendations of the committee on measuring 
results of dealer service, headed by B. B. Bains, as- 
sistant advertising manager of the Lowe Brothers 
Paint Co., of Dayton, which were adopted, were: 

1. That a check be kept on manufacturers’ advertising in 


which they offer helps and service to dealers, to determine 
the fields in which this need is greatest. 


2. That records be kept of the activity of manufacturers in 
direct work with retailers for the benefit of all those co- 
operating in the society. 

3. That a check be made on the percentages of increase 
due to dealer helps and service, in the sales, customers and 
profits of retail stores. 

F. J. Nichols, director of the Merchants Service 
sjureau of the National Cash Register Co., was elected 
executive advisor to centralize this work. Members of 
the executive committee are: James O. Cook, Jr., 
chairman, assistant advertising manager of California 
Fruit Growers’ Exchange, Los Angeles, Cal.; C. C. 
Agate, managing director of Window Display Adver- 
tising Association, New York, N. Y.; Bennett Chapple, 
publicity director of American Rolling Mills Co., 
Middletown, Ohio; Paul Christian, merchandising 
counselor of N. W. Ayer & Son, Philadelphia, Pa. ; 
W. J. Donald, managing director of American Man- 
agement Association, New York, N. Y.; E. L. John- 
son, advertising department of S. D.-Warren Co., of 
Boston, Mass.; R. E. Mercer, advertising manager 
of Lowe Brothers Paint Co., of Dayton, Ohio; F. J. 
Nichols, director of Merchants Service Bureau of The 
National Cash Register Co., Dayton, Ohio; Miles E. 
Robertson, general manager of Oneida Community, 
Limited, Oneida, N. Y., and C. O. Ruggles, College 
of Commerce and Adauinisteation, Ohio State Univer- 
sity, Columbus, Ohio. 





BUCKBEE-MEARS-BYRNE CONSOLIDATION 


Byrne Display Mfg. Co: has been consolidated with the 
Buckbee-Mears Co., St. Paul, Minn., an éngraving and illus- 
trating organization of national renown, and will be operated 
as a separate division of that company. C. J. Byrne, the 
founder of the former business, becomes manager of the 
Byhograph Division. This new arrangement makes possible 
a wider scope of activities for Mr. Byrne’s specialty, the 
Production of distinctive screen process display advertising 
material. 
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SAVE MONEY! 


We will make your 
old faded velours, 
silk or other mate- 
rials you have used 
for window decora- 
tions into 


New Materials 


We dye it any shade you 
want, even black to light. 


Guaranteed Approved 
German Method 


Herzberg’s Fine Art Dyeing, Inc. 
531 E. 8th St. Brooklyn, N.Y. 


WINDSOR 4476—WINDSOR 5738 


























If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00 for a‘ year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


' Add 10c to checks for exch 3 50c addi- 
IMP ORTANT tional pte Comeiins cal com orders. 
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Chicago Monthly Display Review 
State Street Windows Continue to Show Large Array of Styles for 


Southern Tourists—Why They Do It—How Advertising Helps 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HROUGH the growing tendency of the State 

Street stores to recognize the annual pilgrim- 

age southward by displays of suitable apparel 

and accessories, the window shopper in Chicago 

begins to see new styles for Spring immediately 

after the Christmas holidays. She continues 

to see them each week thereafter until well after the opening 
of the season. 

Perhaps the policy of devoting so much valuable space to 
the display of wearables that are three months ahead of the 
season may be questioned. Naturally, but a relatively small 
percentage of the people of Chicago and immediate vicinity 
go away for the winter months. How, then, can this prove 
profitable, and, if not profitable, why is this policy con- 
sistently followed upon an ever-increasing scale? 

Such representative stores as Field’s, Mandel’s, Stevens’, 
Carson-Pirie-Scott & Co., invariably devote a large portion 
of their State Street windows to these displays in January. 
Hence, we must conclude that they have good reason. 


Perhaps the fact that Chicago is a national center has 
something to do with it. It is estimated that there are ap- 
proximately a million transients here all of the time. Per- 
haps among this large number of travelers there is a suffi- 
cient demand for “southern” apparel to justify its exploita- 
tion. There are a few individuals in every town of a thou- 
sand or more population in the section of the country where 
the cold weather prevails who will go south. One has but 
to look at the map to see the thousands of cities and small 
towns in the Chicago territory, where little effort is made 
to supply the relatively small demand for such apparel. 

These towns contribute their quota to the demand that 
centers in the great metropolis of the central west. The de- 
mand from outside is no doubt greater than that within the 
city itself, and with all of it there is sufficient to make it 
worth while. 

Of course, these Chicago stores do not devote all their 
windows to these wares. They utilize the most prominent 
space for it—that space that is usually devoted to featuring 
newest styles. Other windows nearby are given to the dis- 
play of things of local interest and importance. The adver- 
tising can and generally does feature merchandise and events 
of local concern. Clearance sales and daily bargains are so 
well presented through apt description and illustration that 
many of the ads are but perambulating displays. So careful 
have these better stores of State Street become in making 
their advertising truthful, accurate and dependable, in the 
effort to make them more believable, more resultful, and, 
therefore, more profitable, that women can read them with 
the same assurance that men read the stock quotations. 

Verily, we are getting somewhere. We live and learn. 
Eventually we may expect to see the time when all retail 
merchants will know that only truthful advertising pays and 
that truthful ads will not pay unless they are intelligently 
written and soundly planned. 

Marshall Field & Company’s State Street windows are 
now, and have been during the entire month, devoted to the 


display of new spring styles, particularly appropriate for 


those going south. The special floral settings which were 
installed just after Christmas, and which were described in 
the January issue of The DISPLAY WORLD, are, of course, 
. still in place. The displays of merchandise, consisting mainly 
of coats, costumes and accessories for women and misses, 
have been changed with more or less frequency during the 
interim. While the articles shown have been changed, the 
posing and number of the figures in each window has shown 
little variation. 





That, however, is characteristic of the Field trims. ‘The 
best physical arrangement is worked out for a particular 
series of windows and this form is adhered to unless there 
is some good reason to alter it. The changes that are made 
in the effect of the window trims are notably ‘those which 
are made in the merchandise. 

This is particularly evident in the displays at the “Store 
for Men,” where the same general type of display is followed 
all of the time. The average passerby does not notice this 
sameness in arrangement and balance because he is con- 
tinually attracted and impressed by the change in color, 
style and pattern. Only the displayman who is a student 
and an observer of technique notices the unchanged layout. 

In practically all of the State Street windows where 
“southern” apparel is shown, two figures are posed together 
in natural attitudes and slightly away from the center. The 
selection of styles and colors for the two garments is, of 
course, exceedingly well done, as is also the case in the 
shoes, hose, hats and related items. 

There are two particularly attractive windows showing 
drapes of “new silks” and another window of three drapes 
with as many different patterns in black and white plaids 
for spring coatings. Each window carries a card designating 
the character of the matérial and the location of the depart- 
ment. 

The corner window at Washington and State, described 
in the January issue of this journal, has remained in dur- 
ing the entire month. The very effective display of colored 
table damasks, enhanced by the beautifully decorated table 
of Roman design with chairs to match, has been viewed and 
admired by thousands. It must have proven tremendously 
effective in point of sales and advertising in the linen section. 

Chicago people have become accustomed to expect su- 
perior character in Field displays, but Mr. Frazier gives 
them something ever so often that makes them talk about 
it on the trains and elsewhere. 

At Charles A. Stevens, Mr. Jones does likewise. Right 
now the whole town is talking about his large island win- 
dow which linked up a display of ultra-smart sports apparel 
for southern wear with the Auto Show. A beautiful new 
Cadillac Sport Roadster was the dominant element of at- 
traction in the huge window. The roadster was finished in 
green with nickel trimmings, wire wheels and black balloon 
tires. Removal of one of the large front panes was _ neces- 
sary to get the car into the window. The floor is completely 
covered with artificial grass, with the exception of the im- 
provised sand and gravel roadway upon which the car rests 
and which curves from the right rear end of the window and 
ends against the front glass just short of the center. 


Each end of the window is banked with natural trees, 
which have been made green with southern smilax and moss. 
In the center, an orange tree has been improvised by cover- 
ing the branches with smilax and wiring small oranges all 
over the tree. The natural effect is made more realistic by 
a dozen or more oranges on the grass under the tree. The 
Florida atmosphere is made still more realistic by the use 
of four large artificial palm trees. 

The figure is shown seated at the wheel of the roadster 
while four others are posed about the window at advan- 
tageous points effecting a most natural style picture 0! 
smart sports apparel with the proper local background. 
“Have you seer’ Stevens’ windows?” has been the populat 
query hereabouts for the past ten days. The firm has re- 
ceived thousands of expressions of approval from customers 
and visitors. 


Bedell’s windows are in full springtime dress. The at 
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mosphere of the new season is clearly reflected in scenic 
panels in brilliant springtime colorings depicting flower and 


garden effects. Each side is flanked by a green trellis 
entwined with pink, white, red and lavender blossoms and 
pale green foliage. Running along the full ‘length of the 
panels at the floor is a flower box about six inches deep 
filled with spring flowers similar to those on the trellis. 


On the floor in front of the background panels is a floor 
mat one-half inch thick covered with bright green felt upon 
which is a figure of a Chinese dragon embroidered in gold. 
The unit displays of spring costumes and a few accessories 
are grouped in excellent. arrangement on these mats. Other 
mats are used at regular distances for the displays of other 
groups. Here and there between the larger panels are Chinese 
vases, filled with apple, apricot and wisteria blossoms, aug- 
mented by pale green fern fronds. The decorative treatment 
is well handled. It does not dominate the windows nor is 
it “skimpy.” 

Spring coats, suits and dresses are featured in most of 
the important unit groups with neat little accessory units 
worked in: For instance, there are one or two such units 
made up of a hat, fur neckpiece, bag, shoes and hose match- 
ing costumes nearest it. 


The displays of lingerie, millinery and shoes are especially 
attractive. In each of the various displays appears a white 
card lettered “Spring—1927.” Price tickets appear on some 
of the smaller items, but are absent from other goods where 
the display is obviously intended to exploit and emphasize 
style. 

There are several interesting little displays of hosiery in 
odd corners of the windows fronting State Street. Small 
plateaus, two inces high, sixteen inches wide and twenty- 
eight or thirty inches long are covered with the same green 
felt as used on the floor mats. On these small platforms 
three stands of hosiery of a single shade and at a single 
special price are effectively displayed. 

The bases to all of the dress forms used in the windows 
have been lacquered in gold to harmonize with the gold 
dragon ornaments. 


At Mandell’s, the same: green and tan backgrounds de- 
scribed in January are in place. The three most prominent 
windows about the corner of State and Madison Streets, and 
the windows which always show the smartest and newest 
types of women’s wearables, are featuring spring ensemble 
suits, black silk dresses with rose trim, and black satin coats 
for misses. Three figures are artfully posed in each window. 
The floors, which are covered with green carpet, are almost 
devoid of merchandise. The piece-de-relief used to break the 
monotony of the three figures consists of small antique, 
hand-wrought tables and stool benches. On and about it are 
well-selected accessories such as gloves, bags, parasol and 
hats. 

A fourth window consists of a display of pink lingerie 
trimmed with cream lace, the various items all of the same 
shade and trim. The background has been draped with white 
chiffon pleated and hanging down in graceful folds. A dress- 
ing table, stool and chair finished in green and gold lacquer 
help to supply boudoir atmosphere. Perfumes, in odd-shaped 
bottles and packages, contribute further to realism. 

In the windows at the Boston Store, just across the street, 
is a display of children’s dresses shown on forms, with and 
without heads. It’s a special sale display and price tickets 
are shown on each of the dresses. Other Boston Store win- 
dows+e show well-arranged trims of shoes, hand-bags and 
men’s clothing. j 


At Carson-Pirie-Scott & Company, the first four windows 


nearest Madison on State Street are used for the “Thirty-_ 


fifth Annual Showing of New Silks—Second Floor.” Each 
window. presents silk fabric in several different shades and 
Patterns. The drapes are attractively done, showing the 
fabrics to advantage. In each of these windows, one or two 
smart new hats are shown—hats that will tone in with the 
finished costume. 

_ A single large window is devoted to the “Annual Sale 
in the Infants’ Wear Section,” ond, consists of a well-selected 
assortment of representative items from that department. 
Three or four pieces of nursery furniture appear and are 
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shown as used. Price tickets are on all items: dresses are 
shown on small dolls. 

Another large window is divided into three sections, in 
all of which china is displayed with price tickets on each 
different group. The window card reads, “Semi-Annual Sales 
for the Home.” 

The different annual sales events heralded in these win- 
dows at the same time that two or three spring style events 
are in progress may be of interest to other department stores. 
In the great majority of cases, it has .been considered best 
to avoid simultaneous “sales” and “style” windows. 

At The: Fair, Mr. Richter’s windows are being maintained 
at the same consistently high standard set for them soon 
after he took charge of them. The change that has taken 
place in the windows of The Fair since Mr. Richter’s in- 
cumbency has been perhaps the most notable of anything 
along that line in the city for a long time. The change that 
has taken place in the store policy is adequately reflected 
through the show windows. 

The corner window at State and Adams Streets shows 
women’s and misses’ silk frocks in “beige—one of the 
favored shades for spring.” Five figures are used for the 
main feature of the display. Smart little brown and tan 
straw hats with trimming of spring flowers are shown with 
the “beige” dresses. Gloves, bags, handkerchiefs and beads 
are used to make neat little compact unit groups here and 
there at just the proper intervals. 

In all of The Fair’s State Street windows at this time 
there are vases of spring flowers consisting of almond blos- 
soms and other blooms especially suggestive of the approach- 
ing season. Some of the windows along this stretch show 
early spring styles and others feature winter wearables at 
special inducements. There is, however, a clean and smart 
effect to all. 





CHANGEABLE DISPLAY SETS WIN FAVOR 

The new Hugo Reversible Display Sets made by Hugo 
Studios, Inc., 71 Park Place, New York City, have been 
purchased by J. C. Penney & Co., Abraham & Straus, L. 
Bamberger & Co., Forbes-Wallace Co., and many similar 
prominent organizations. These display sets are complete; 
for example, the 800-C consists of thirty-four separate pieces 
and allows for three color changes as follows: the two color 
changes of the plaques on top of the plateaus and the natural 
wood contained thereon. Practically any high-grade mer- 
chandise, such as jewelry, gloves, optical goods, novelties, 
drapes, silverware, etc., can be displayed to advantage in 
countless variety of arrangements. 





BEHLES LOCATES IN NEW YORK 

To facilitate an expanding national practice, confined to 
department stores and allied institutions, and to render 
clients the highest professional experiences, standards and 
counsel, E. Paul Behles announces his association with the 
eminent architectural firm of Clinton & Russell, and the 
removal of his offices from Memphis, Tenn., to 100 Maiden 
Lane, New York City. <A reconstruction of affiliated mem- 
bers has rendered it desirable to discontinue the former firm 
name of E. P. Behles & Company, and in the future to be 
styled E. Paul Behles, with southern district offices at Mem- 
phis, Tenn. 





BUILDING FURNISHES WINDOW SERVICE 

Among the unusual services afforded tenants of the Metro- 
politan Building in Seattle, one of the largest of the down- 
town office and shopping structures, is window trimming. For 
a moderate fee, the management agrees to provide frequent 
changes in displays and to construct them on the most modern 
lines. John Cisski, formerly connected with several Chicago 
department stores, is in charge of this work. 





KLEBERG ACCEPTS NEW ADVERTISING POST 

Alexis C. Kleberg, until recently advertising manager for 
Valentine & Company, manufacturers of Valspar and Val 
Enamel, has joined the eastern staff of “Liberty.” Kleberg 
became well known in window display circles last summer 
when he handled publicity for the 1926 W. D. A. A. conven- 
tion. 
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Display Club Chronicles 














SAN FRANCISCO 
Reported by Milton Bornstein 


Biff, bang, boom! What was that? Sounded like a riot, 
but it was ONLY the regular monthly meeting of the San 
Francisco Display Men’s Association held in a special room 
at the Hotel Whitcomb, Monday evening, January 10. 

3oys, there was more enthusiasm and pep at that meeting 
than at the annual weenie roast given by the Dog Catchers’ 
Union. 

Fellows, the ball has started to roll for the 1927 conven- 
tion, and from here on the officers and members of the San 
Francisco Association eat, breathe, talk and DO convention 

work. .Their shoulders are to the wheel, so plan to come to 
~ the largest and best convention of displaymen held anywhere, 
any time. Any merchant or displayman is welcome to attend. 

Now for the details of the meeting. It was called to order 
by President Fred A. Gross. Letters and communications 
were read and passed on and old business was finished. 
President Stensgaard’s holiday letter was read and com- 
mented on. Mr. Gross stressed the point of cooperating with 
the educational department of the I. A. D. M. by sending in 
photographs and articles for publication. 


Representatives of the Community Chest asked to address 
our meeting, and a group of ten appeared and explained in 
detail the ideas that would govern the drive for funds. 
Photographs of the various institutions that are benefited by 
the chest were shown, and comparative photographs of the 
conditions that existed before the days of the chest and as 
they are today Suggestions were given by the displaymen 
and cooperation in the windows was promised. 

Following this, our good friend, Dave Smith, director of 
displays for the B. F. Schlesinger store in Oakland and 
president of the Oakland Display Men’s Association, took 
the floor and explained the idea carried out and methods 
pursued to put over the windows that won the twenty-five 
hundred dollar cash prize given by Kotex in their national 
contest. This amount is the largest single cash prize given 
by any manufacturer to date. Mr. Smith’s talk and explana- 
tions were well received and congratulations were extended 
to him from the entire association. 

E. J. Desilets, on the staff of the Owl Drug Co., San 
Francisco, was introduced as another prize winner in the 


Kotex contest, having won second prize in cities of over 


one hundred thousand. The only winner in San Francisco, 
his clear outline of the details of his display gave a good 
idea of the display that brought home three hundred dollars. 
Mr. Desilets has been very successful in winning prizes in 
the year 1926, having won first prize in the Veronica Water 
contest, first prize in the Hufeland Tonic contest, and also 
winning a prize in the Listerine contest and the Black Pow- 
der contest. He has been on the staff of the Owl for three 
years and is one of the youngest in the department. 

Treasurer W. W. Rowley reported in detail the amount 
made on the dance, which netted the association sufficient 
funds to carry us through for one year. Mr. Rowley then 
made a motion to pay the secretary ten dollars a month. 
President Gross moved that six months be paid in advance. 
These two motions were carried unanimously. 

A report on publicity was given by “yours truly” and 
articles and communications on publicity were read. The 
thought of the great work ahead for the entire organization 
and the wonderful work that was being done by the president 
and secretary was explained. 

Harry Silvers said a few words in regard to the interest 
the boys are showing in other cities about the coming con- 
vention. Mr. Gross then gave an outline of future entertain- 
ment that was planned and his closing remarks were very 
well received. 

The monthly meetings of our asspciation will continue 
to be held the second Monday of each month at the Hotel 
Whitcomb. “Remember San Francisco in September.” 
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SPOKANE, WASH. 
Reported by A. R. Godfrey 


The year that has just passed has been one of the most 
successful in the history of the Spokane Display Men’s Club. 
More publicity, more growth, more members prize winners 
and more good times and interesting meetings is a good 
summary. 

The retiring offiecrs of the year presided over the annual 
dinner meeting held at the Oasis, Tuesday evening, Janu- 
ary 5, when the officers for the coming year were elected. 

The retiring officers are: President, C. M. Green; vice- 
president, George Stevens, and secretary-treasurer, V. E. 
Linden. 

Newly elected officers are: President, V. E. Linden, R. 
J. Hurd & Co.; vice-president, A. W. Klatt, The Vogue, 
and secretary-treasurer, Cy Hawver, Tull & Gibbs. Trustees, 
J. Allyn Dean, The Crescent; A. T. Lacey, Spokane Display 
Service, and C. M. Green, E. S. Burgan & Son. 

President Linden has appointed the following committees 
for the coming year: Membership, J. Allyn Dean, M. W. 
Beaver and E. A. Pendleton; publicity, Karl Amdahl, local, 
and A. R. Godfrey, trade journals; program, Ray Hering, 
C. M. Green and Glen Waugh. 

The club pledged its support to boost the Community 
Chest campaign after hearing three speakers talk on the sub- 
ject: The club will cooperate by advertising the campaign 
through window display. 

Everyone enjoyed a bunch of photographs of Pacific Coast 
windows that were passed around for inspection. The pic- 
tures were submitted in the photographic contest held at the 
recent Pacific Coast convention. After a few words from 
Mr. Melbostad, of the Potlatch Mercantile Company, ot 
Potlatch, Idaho, the meeting adjourned. 

M. W. Beaver, of the John W. Graham Company, has 
been announced the winner of the first prize of fifty dollars 
offered in November for the best display in the United 
States of the Delineator magazine. Congratulations! 





NEW YORK METROPOLITAN CLUB 
Reported by«J. G. Waters, Chairman, Membership Committee 


Three hundred new members is our goal set and to ac- 
complish it a two months’ drive will take place from Febru- 
ary 2 to April 2, with J. G. Waters as chairman of the mem- 
bership drive committee. 

Numerical ostrength is necessary as well as new blood. 
With members now affiliated the new group will make pos- 
sible a comprehensive program of interest to every display- 
man. A systematic canvass of every section of New York, 
Brooklyn, Newark, and all suburban sections of New York 
City will be made, supported by publicity in the local papers. 
The drive will wind up with a banquet and dance to be given 
at the Commodore Hoted on the evening of April 2, when 
prizes will be presented to the member bringing in the 
largest number of applications. 

Chairman Waters asks every member to get behind this 
drive. If you have not been picked for this committee and 
want to work on it, send in your name and we will be glad 
to get “go-getters.” If you lack time to canvass and know 
a displayman who is eligible, send in his name and we will 
have someone follow him up until we land him. This will 
mean a lot to your club as well as helping to carry out a 
program that will be of value to you and your fellow-display- 
man, so start now to send in new members. Send all appli- 
cations with check inclosed to J. G. Waters, Merchants 
Window Decorating Co., Inc., 375 Marlborough, Brooklyn, 
New York. 

Jerome Jaffrey, of the Jaffrey Display Service, New York, 
was elected president of the New York Metropolitan Dis- 
play Men’s Club at the annual meeting of the organization 
held January 18. J. Northrup, display manager of The 
McCormick Store, Brooklyn, was elected vice-president; J. 
Cord, display manager of J. C. Penney Co., secretary, and 
Walter Wehner, display manager of Brill Bros., financial 
secretary and treasurer. Plans for the annual dinner-dance 


and entertainment of the club were discussed. 
Mr. Wehner was appointed a committee of one with full 
power to make arrangements for a date at the Hotel Astor 
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Spokane’s “Night in China” Merry and Profitable Event 


By A. R. GODFREY, Publicity Director, Spokane Display Men’s Club 


LD CHINA herself never saw a better bunch of 
Chinamen than appeared on the night of our 


“Night in Chinatown Dance.” The dance, which 

they recently staged at the Garden, had some 
highly entertaining stunts that might interest some of the 
other clubs that wish to “put over’ a big dance. The idea 
and name was borrowed from one of the coast clubs. Most 
of the stunts, however,.were quite original. 

Almost a thousand persons attended and everyone was 
highly pleased with the entertainment. It surely created a 
lot of comment around town and greatly helped to put the 
local club “on the map.” 

When a couple entered the hall, two displaymen, dressed 
as Chinese, greeted them at the door. One of them gave 
the lady a balloon and a lottery ticket, while the other pre- 
sented the gentleman with a crepe paper hat, fashioned after 
a Chinese skull cap with a pigtail, and a make-up of grease 
paint mustache and eyebrows. The orchestra was entirely 
in Chinese costume and as much as possible played Oriental 
dance music. The hall was gayly decked in large Chinese 
lanterns and umbrellas, while five strings of colored cards 
with chinese characters hung from each of the lamps. 

On each side of the hall were arranged the lottery booths. 
To the holders of the lucky tickets, which, by the way, were 
genuine Chinese lottery tickets, were given prizes in the form 
of Oriental novelties and favors. All of the booths had 
names of different Chinese merchants on banners that were 
hung in strict Chinese fashion. The names generally in- 
timated the nature of the business of the occupant; for in- 
stance, one banner read, “Tin Lung, Chinese Doctor.” 


Most of the stunts were puiled right at the close of a 
number, so as not to interrupt the dance too much. 

The first was the abduction (prearranged) of a young 
lady dancer by several of the Chinese. She was carried off 
thrdugh the crowd to the orchestra stand and there crowned 
“Queen of Chinatown.” ah 

Another stunt was the making of an American citizen. 
All of the members of the club in typical Chinese dress 
shuffled around the hall until finally they were all lined up 
in front of the “Grand Dragon,” seated on the orchestra plat- 
form. Here the Dragon gave a long oration in “Chinese” 
and presented them with a flag—of Ireland—apiece, where- 
upon all of them whooped and howled, and, waving the 
“Trish” flag. of America, did a snake dance from the floor. 

Extensive preparations were made for the dance and 
many members put in hours and hours of hard work on it. 

While a couple of the boys were putting up some 
“Chinese” banners outside the hall with some made-up char- 
acters and just the date in English, two real Chinese stood 
across the street for half an hour trying to make out’ what 
it all meant; such publicity was very effective. 

The event was widely advertised through newspaper 
stories and printed cards that were shown in the windows 
and placed on lamp-posts downtown. A float, going through 
the business district at noon, the day of the dance, with the 
orchestra playing on it and banners on the side, helped a 
great deal in gaining the desired publicity. 

We will gladly give any information we can to any club 
planning a similar stunt who will write us, care of this 
magazine. 





s early in March. At the next meeting, to be held on Febru- 


ary 15, details of the annual affair will be planned and some 
prominent speaker will address the members. 





PORTLAND, ORE. 
Reported by Olave Ralph, Roberts Bros. 

Enthusiasm, pep and good fellowship were lined up to 
greet us at our first noon luncheon for 1927. Good fellow- 
ship came first, as Mr. Lamb, a prominent member of the 
P. C. A. D. M., who recently returned from Seattle, said: 
“Fellows, you don’t know how good it is to be back again. 
You can’t appreciate the friendly spirit of the Pacific Coast 
Association of Display Men until you find it in a strange city 
as I did. The fellows up there treated me royally. They 
made me feel the warmth of their welcome. That’s the kind 
of friendship which gives a fellow confidence and courage. 
That’s the kind of good fellowship we have right here in 
our club—something you can display, but money can’t buy.” 

It was decided at thi$ meeting to hold our noon luncheons 
on the first and third Mondays of the month. Edmond C. 
Bechtold, our new president, gave each of the members a 
questionnaire to fill with any ideas or suggestions that might 
make the club meetings more interesting. It was also decided 
that a roster of the Portland Display Men’s Club, with tele- 
phone numbers and addresses, be distributed to the member- 
ship, so that when we had occasion to call a fellow-member, 
his name and address would be handy. 

The third Monday, January 17, found us up and coming 
with a praiseworthy luncheon and a splendid program. There 
Was something doing every minute. A live committee was 
appointed to work for a 100 per cent attendance to the San 
Francisco P. C. A. D. M. convention, 1927. The committee 
includes: A. O. Hewitt, chairman; J. Walter Johnson, Cor- 
nelius Tonseth, Jr... Russell Wallbridge, Z. E. Averill and 
Bert Cultis. “So,old San Francisco, you can start counting 
your chickens now!” 

The first educational demonstration of this meeting was 
a lingerie trim by Bert Cultis, of Bedell’s. Bert has what 
we call “the Gift of Gab.” He knows how to express him- 


self and he talked as he worked, “For instance,” said he, 
this is what we call a wash line trim, rather stocky but 
neat. These orchid satin slips being very plain, I’ve added 


-some lacy white ones to make them more attractive, also to 


avoid giving my trim a flat tone. By folding them length- 
wise in the center, hanging from the shoulder strap on a 
straight fixture, pulling the lower edge so it swings at a 
graceful angle on the floor, there you have it—stocky but 
neat. It sells the merchandise and pleases the boss.” It is 
an education for all of us to have the privilege of hearing 
one of our fellow-members explain each step as he demon- 
strates his art of display. 

The second demonstration, by L. A. McMullen, of Eastern 
Outfitting Co., was more than an education. It was an in- 
spiration. A very beautiful background was placed upon the 
stage. Mr. McMullen told us how we could make one like 
this or change the design to suit our own windows. He ex- 
plained every little detail of the work, even to the glaze 
paint used for a finish. He then proceeded with a very 
striking men’s ready-to-wear trim, placing each article to 
form the correct unit and explaining his reasons for doing 
so. Mr. McMullen possesses a thorough knowledge of dis- 
play, and he is always more than willing to share this 
knowledge with his fellow-displaymen. 

E. R. Schmidt, of the Knight Shoe Co., favored us with 
several brilliant piano selections, which added a dash of life 
and made our program snappy. 

The result of our questionnaire was that most of the 
members wanted more educational demonstrations and enter- 
tainment. Judging from our first two meetings we are going 
to get what we want. . 

Portland windows just at present are filled with January 
clearance sale signs and merchandise. 





“DOWN-IN-DIXIE” ASSOCIATION 
Reported by Fred G. Behles 

The Down-in-Dixie Association, which came into the 
limelight at the I. A. D. M. convention in Chicago last June, 
is planning to make further headway in the south and south- 
west during 1927. This organization was launched through 
the efforts of the Memphis Display Men’s Club and is headed 
by J. F. Bronsing, of the Bry-Block Co., Memphis. Ed Rose, 
Harris-Hahle Co., Houston, Texas, is first vice-president; 
John C. Mackey, M. Rich & Co., Atlanta, Ga., second vice- 
president; Martin Hofftsadt, People’s Store, Charleston, 
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W. Va., third vice-president, and Wm. D. King, Sarnoff- 
Irving Co., Memphis, is secretary-treasurer. The committees 
recently chosen embrace a large number of the well-known 
members of the profession in the southern states. 

During 1927, the association hopes to bring out a year 
book chronicling the achievements of Dixie displaymen. 





LOS ANGELES W. D. A. A. 
Reported by E. H. Siney, Secretary 

The first dinner of the Los Angeles Window Display Ad- 
vertising Association took place at the New Elks’ Home, 
Sixth and Parview Streets, on the evening of January 21. 
R. Victor Langford, display manager of the Western Auto 
Supply Co., presided. 

Covers had been laid for one hundred diners, who, at the 
canclusion of the repast, moved up to the banquet hall on the 
mezzanine floor where the demonstrations were staged. Here 
a “dummy window,” built of Upson board, had been con- 
_ structed by the Upson Co. for the use of the association. 

Secretary E. H. Siney introduced the officers and ex- 
plained the purpose of the organization, and the committee 
were then introduced by the president. The first demonstra- 
tion which followed was by C. R. Sheppard, display service 
man fer the Globe Mills Co., Los Angeles. It was an artistic 
arrangement of Globe products, made more interesting by 
Mr. Sheppard's explanation of the selling features, and dem- 
onstrations of the decorations. 

Then came Cecil Hollingsworth, a well-known boxing and 
wrestling promoter, and two of his best wrestlers in a match 
arranged by Vern C. Hollingsworth, display manager for 
the Golden Gate Milk Products Co. After showing the types 
of holds in use, the athletes put on a “catch-as-catch-can” 
match which proved entertaining. 

J. W. Jakway, display manager for the Dressler Hard- 
ware Co., followed with a Diston saw display, which was 
discussed, the selling features pointed out and decorations 
explained.t The last number was an exhibition by “the 
strongest man in the world,” who proved to be a marvelously 
muscular individual. Donald Kastner, of the California 
Fruit Growers’ Exchange, who was to go on next, was ex- 
cused because of the lateness of the hour and will stage his 
demonstration as the principal feature of the next gather- 
ing as everyone is interested in seeing how his citrus products 
can be arranged in a window display. The meeting was 
adjourned at 12:30 a.m. 

The next gathering will take place on February 25 at the 
3ert Landers studios and factory at 823 South Los Angeles 
Street at 8:30 p.m. Tables will be reserved at the Roslyn 
Hotel for those who wish to stay uptown for the event. The 
organization has been assured a larger turnout, due to plenty 
of advance notice. A trip through one of the most up-to- 
the-minute display supply artificial flower factories has been 
planned; everything for the displayman will be on display 
and the processes of manufacture and use will be explained. 





DAYTON, OHIO 
Reported by F. Schnebly, President 

The Dayton Association of Display Men held a meeting 
on January 27, at which time the annual election was held 
and matters of importance to the society were laid before the 
body. 

At this gathering, held at the Y. M. C. A., Everett Quin- 
trell, Elder & Johnson Co., was chosen president; R. L. 
Myers, Metropolitan Co., vice-president; Joe Vent, Rike- 
Kumler C.., secretary-treasurer; W. A. Barber, Chas. Andress, 
Frank Schnebly, F. O. Glander, members of advisory board. 


WORLD 
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Display Showing Imitation Caenstone Backgrounds Used 
by Lothar Dittmar, Ernest Kern Co., Detroit 
‘e. 


The writer was named as chairman of a 9@@ 
arrange with the merchants to devote as many zindows .as 
possible to applied art during Municipal Art Week, to be held 
hére the week of February 13. An additional recommendation 
was the installation of a feature window of paintings, sculp- 
ture and handicraft of students of the Dayton Art Institution 
and other schools teaching the subjects. 









BIRMINGHAM, ALA. 
Reported by Eugene Cowgill, Secretary 
A new displaymen’s club has been formed in Birmingham 
which will take its place with kindred organizations under the 
name of the Birmingham Association of Display Men. Organ- 
ized February 1, under the guidance of Harry Hoile, display 
manager of the Pizitz Co., the veteran can now lay claim to 
furthering the establishment of his sixth local club. Hats off 
to Harry! 
DULUTH, MINN. 
Reported by W. Bartikoski, President 
The Duluth Club has met at noon several times lately to 
perfect plans for bringing one of the members of the I. A. 
D. M. educational committee here for an address, as well 
as to appear before the Duluth Retail Merchants’ Association. 
The latter project has been taken up with the secretary of the 
association and things look favorable. 





OMAHA, NEB. 
Reported by Frank Fiala, Secretary 
The Omaha Club is still going strong, holding its 
luncheons every Wednesday at the Rome Hotel. We are now 
planning for our spring opening and will announce the de- 
tails shortly. 





ADDRESSES DISTRICT AD CONVENTION 
Lee H. Bristol, president of the Window Display Adver- 
tising Association, was one of the speakers at the recent con- 
vention of the Fifth District of the International Advertising 
Association at Columbus, Ohio. 





SHENANDOAH PLANS BETTER WINDOWS 
Merchants of Shenandoah, Pa., are showing vivid interest 
in production of better windows and are gathering informa- 
tion on the subject through a series of questionnaires sent out 
by their secretary, I. H. Pilvinsky. 





CK” WRITE NOW 
“ FOR BLICK’S 


OF SHOW 


CARD 


It’s full of interesting 
pictures of brushes 
and supplies for the 
card and sign writer. 





NEW FREE CATALOG 


BRUSHES «wi: 


Address DICK BLICK CO., Box 437 W, Galesburg, Ill. 
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SMITH’S TRIUMPHANT KOTEX WINNERS—Here’s “Dave” P. Smith and his “gang,” very sober-faced but happy over 
their greatest triumph, and incidentally the most notable attainment on record in American diplay annals 


Three huge windows installed during the term of the 
Kotex contest made such an impression on the judges that 
they not only awarded Smith’s employers, B. F. Schlesinger 
& Son, Oakland, Cal., the first prize for cities of their class, 
but added to this the grand prize for all classes, making the 
display staff’s total winnings $3,000. Never before has a dis- 
play manager received such a huge testimonial to good work. 

The Smith windows conveyed three ideas, namely: (1) 
That Kotex was turned ‘out in a huge factory under sanitary 
conditions; (2) that Kotex was “The Final Perfection of 
Personal Hygiene”; (3) that Schlesinger’s wefe equipped to 


sell Kotex in a professional fashion. The wax figures in 
nurses’ costumes typified the sales girls similarly clad, who 
sold the product within the store. 

Mr. Smith’s mammoth windows were shown in the De- 
cember issue of The DISPLAY WORLD as the feature of 
the Kotex Company’s ad announcing the results of the 
contest. 

From Left to Right in Top Row Appear: Charles Cron- 
ditte, Edward Lynch, Betty Hatch, Irving Rydman and Glen 
Church. Lower Row: Jack Kennedy, Gregory McGinnis, Dis- 
play Managér Smith, Frank Cagill and Albert Lockwood. 





What a good time displaymen have! Heres’ a story in 
point which M. M. Charlesworth, display manager for Best’s, 
Seattle, tells: “I worked late on Christmas eve and changed 
all our windows from gift goods to ready-to-wear and mil- 
linery,” he says, “and Sunday we took down our ‘interior 
decorations, and by 9 a.m. Monday all of our decks were 
cleared for action on sale merchandise. Experience has 
shown that it pays to take a mighty wallop at ready-to-wear 
and thats the day after Christmas.” How’s that for hustling? 
And they hit about the same pace everywhere. 





Frank Fiala, display manager for the Thompson-Belden 
Co., Omaha, Neb., has recovered from a hard battle with the 
“flu” and is back on the job, but twenty-four pounds lighter. 
However, he says he is in first-class condition and will make 
a dent in public attention in his’ forthcoming spring opening. 

A. solid window of Manhattan shirts and pajamas was 
used by Herbert Seager, display manager for the Fred M. 
Nye Co., Ogden, Utah, in playing up these lines during 
“Manhattan Week,” November 15 to 20. The colors used 
on panels were black and gold, and black felt with gold 
braid supplied the decorative effects in floor drapes. The 
center pajama trim was flooded with light from a spot 








screened in blue. Mere reading of this description gives a 
pretty fair idea of the colorful aspect of Mr. Seager’s dis- 
play. 





In company with a group of buyers, advertising and mer- 
chandising executives of Bonwit-Teller & Company’s Phila- 
delphia store, John Honold, display manager, left New York, 
January 28, for a six weeks’ tour of England, France, Ger- 
many and Austria in search of new ideas for his department. 





Ralph B. Schauman, formerly with the James Field Co., 
Inc., of Rochester, N. Y., is now connected with the display 
department of Wm. Buedingen & Son, of that city. 





The Detroit News Booster, auxiliary of the Detroit News, 
quotes H. W. Weaver, display manager of the F. G. Clay- 
ton Co., Detroit, and newly elected president of the Detroit 
Display Men’s Association, as a national advertising booster. 
“One of the first questions that comes into the buyer’s mind,” 
he is reported as saying, “is, ‘Where can I get the goods 
that I see advertised?’ The merchant who fails to hook up 
with this national advertising is losing money not only for 
himself, but for everyone connected with the merchandising 
of that particular product.” 
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The Second Show Card 
Contest Among Readers of 
SIGNS OF THE TIMES 
Closes March 31 
The Rules: 


1. All entries must be the exclusive work of the 
entrant and devoid of any embellishments which are 
not the work of the contestant, such as designs or 
figures cut-out of magazines and pasted onto the card. 
Embellishments are acceptable only when they are the 
work of the entrant. : 


2. The show cards may be done on any regular 
show card stock, either plain or fancy. 


3. Cards not larger than 14 by 22 inches are pre- 
ferred, but larger ones may be sent in. 


4. Since it is our purpose to reproduce the prize- 
winning cards in SiGNs or THE TIMES, they must be 
done in colors which can be photographed successfully 
and will make good reproductions. All lettering must 
be legible. Mussy cards will not be considered. 


5. All entries.must be well wrapped for mailing to 
avoid breakage; those damaged in transit can not be 
entered. 

6. All entries must be judged for neatness, adver- 
tising value, which means layout, and artistic skill. 
Cards bearing the most distinctive professional swing 
will capture the prizes. 


7. Stories about the sales which were made by the 
show cards entered will be acceptable, and will be 
published in connection with the announcements in 
SIGNS OF THE TIMES. 


You are invited to enter this contest. 


There is an abundance of good material in 
SIGNS OF THE TIMES every issue for the 
card writer. Your subscription sent in now will 
bring you SIGNS OF THE TIMES for 1927 
starting with the big February issue of 116 


pages. 
USE BLANK BELOW NOW 


SIGNS OF THE TIMES 


Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 


SUBSCRIPTION ORDER BLANK 
February, 1927 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 


Sia 
Oo ah 
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Murray Beliz is another of the Des Moines display colony 
who seeks inspiration and ideas from Europe as well as 
America. He has written The DISPLAY WORLD for in- 


formation concerning foreign window magazines. 





C. Walter Johnson, chief of the Dickson-Ives Co. display 
staff, Orlando, Fla., is taking an active part in the campaign 
now being launched by the “Down-in-Dixie” Association. 





Robert E. Cox, latest mentor of window display for C. W. 
Klemm, Inc., Bloomington, Ill., is constantly in the limelight 
as the originator of beautiful and appealing trims. He ex- 
tracts full benefit from his well-stocked accessory shelves. 





Harrv I. Cohen has succeeded Bert Zeiders as display 
manager for The Famous at Braddock, Pa. 

L. M. Babb, recently display manager for the Paris Dry 
Goods Co., Great Falls, Mont., has assumed the position of 
manager of the Helena store operated by Strain Bros. 





S. E. favor, former display manager for . Porteous, 
Mitchell & Braun, of Portland, Me., has been succeeded by 
Geo. H. Cate. 





Jack Cameron, with the Harris-Emery Co., Des Moines, 
Iowa, was recently awarded second prize in a national win- 
dow contest conducted by the F. Mayer Shoe Co. 





Third prize in “Peter Pan” window displays was awarded 
to Leo Van Courtren, display manager for Sonnenberg & 
Sons, Hannibal, Mo., as the outcome of his entry in their 
window contest. 





Woolf Bros.’ new store at St. Louis will feature displays 
created by Blue Pinnell, formerly assistant to Steve Allan, 
display manager of the store at Kansas City. 





“Our new store is ‘going over’ big,” says Morris L. Black, 
display manager for Strouss-Hirshberg Co., Youngstown, O., 
commenting on the new structure recently completed, which 
gives him a battery of over two score windows. 





Among the men in small cities who are making lasting 
reputations for ability is Carl V. Haecker, sales promotion 
and window display supervisor for the Frank Burke Hard- 
ware Co., Waukegan, Ill. Young enough to have enthusiasm 
and desire for progress, and old enough to measure the prac- 
tical possibilities of his efforts, he has come to the front with 
surprising speed in recent month.s 





Lawrence “McArdle, formerly manager for The Ames Co,, 
Cleveland, Ohio, has resigned and returned to New York. 





Lowell Sheldon has succeeded V. C. Swanson as display 
manager for Yetter’s, Iowa City, Iowa. 





Congratulations to Ira L. Vonderheide from down Charles- 
ton way, West Virginia. After many years of pleasant 
bachelorhood, he advises us that he has plunged into matri- 
mony—a bold, brave deed in these hectic times. 





Frank Schnebly, retiring president of the Dayton (Ohio) 
Display Club, will not be given a chance to retire and gaze 
on his laurels. Nix! His fellow-members put him right 
back to work as chairman of their Municipal Art Week spe- 
cial committee. 





E. H. Lisle, display boss” at McEwen-Halliburton’s, 
Oklahoma City, won first prize and a check for $50 in a 
recent contest. Between jobs “Eddie” is president of the 
Oklahoma City Club. 





And now newspapers, appreciating the value of window 
display advertising, have provided a concrete example of 
their faith in the medium. The Muncie (Ind.) Star has in- 
stalled a window display in its business office for the benefit 
of advertisers. 
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Mien Wanted Positions Wanted For Sale Wanted to Buy 





.FOR SALE 


One Red Riding Hood Display with elec- 
tric motor driven wolf, full size, and 
scenic background which can be used in 
large or small window. One Peter Punkin 
Eater sitting on stump, moves his head; 
with large pumpkin and vine, 7 feet high. 
Electric driven motor and scenic back- 
ground. Pictures will be sent if inter- 
ested. The first $100.00 takes both dis- 


plays. 


E. A. KNOWLTON CO. 


Rochester, Minn. 




















FOR SALE 


15 Bodine Spanjer Caenstone Effect 
Show Window Backgrounds 


Wood grill doors in center panel on hinges, all in perfect condition; four 
sizes in sections; see to shipping, photographs upon request; will sell single * 
or entire lot. See illustration on page 76. 


Address LOTHAR F. DITTMAR 


Display Department, ERNST KERN COMPANY, Detroit, Mich. 








WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 





FOR SALE 


Established window display service in Eastern city; 
population, 500,000; fifteen active national ac- 
counts; ill health; must sacrifice; $700; excep- 
tional opportunity for right man. 


Address “W. D. S.,” 
Care The DISPLAY WORLD 











Forms for the Opportunity Exchange 
' MARCH ISSUE 
Close Friday, March 11 
$1.50 Per Column Inch 
Cash With Order 





_ 300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
ery leaf mounted on very high grade tin 
oil. Send for literature, prices and free 


samples. - 
CONSOLIDATED SIGN LETTER CO., 
69-Q W. Van Buren St., Chicago, Ill. 














SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 








Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog “‘G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 


| 
| 














SALESMEN . 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD - 





VACANT POSITIONS © 
WANTED 


For Competent Displaymen 


If you are in need of a displayman 
or cardwriter, or know of a vacant 
position of this kind anywhere, get 
in touch with the Employment Reg- 
ister, The DISPLAY WORLD, Cin- 
cinnati, Ohio. We have on file ap- 
plications for positions from display- 
men, assistant displaymen and card 
writers. Tell us your needs and we 
will refer you to applicants who can 
fill the position satisfactorily. 


This Service Is Rendered 
Without Cost 
Employment Register 


The DISPLAY WORLD 
Cincinnati, Ohio 














FOR SALE 


Two Messmore & Damon 
mechanical pieces, Monkey 
Organ Grinder and Polar 
Bear Drummer—new last 
Exactly half 


Christmas. 
price. 


WE WANT 
a mechanical piece? What 
have you to offer? 


L. S. AYRES & CO. 


INDIANAPOLIS, IND. 
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The Anglo Display Fixture Co., 246 W. Thirty-eight Street, 
New York City, announce a new line of adjustable dress 
stands. These consist of a variety of veneer cut-out heads 
mounted on metal extensible stands. This is a logical out- 





' Several Specimens of the New Anglo Fixtures 


growth of the popular cut-out figure, having as its object a 
superior display value, where lack of space prohibits the use 
of complete figures with arms. These heads are made of 
5@""-thick veneer wood, flesh enameled, with vivacious painted 
faces, washable, without injury to the finish or art work. 
They are furnished with a flange of standard size, thus making 
them interchangeable and attachable to any adjustable stand. 





“Humpty Dumpty,” perched precariously on the wall, looks 
down on the wooden soldiers, goose-stepping in the court- 
yard in this toy window arranged by E. F. Nelson for the 


caer eer! 








Humpty-Dumpty Toy Display by E. F. Nelson 


S. N. Wohlbach Sons, Grand Island, Neb. The wall runs 
into two bastions, from the windows of which peer two bisque 
dolls. An out-of-the-ordinary passer-stopping display: that 
was a hit of the recent holiday period. 





PIGGLY WIGGLY GOBBLES UP APPLE WEEK PRIZES 


Of twenty-five cash prizes offered for displays by the Sa 
Francisco committee on Apple Week, the Piggly Wiggly 
stores of San Francisco gathered in eleven, including the 
second and third honors. Prizes were awarded to the store 
managers, all of whom do their own trimming. They have 
had marked success in all “Apple Week” contests yet held 
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The Only Five-fold Reversible Decorative Background of 
its Kind— Positively Without an Equal 











































Display Set 





reet, . 

ress Fig. 5—Hugo Reversible Display Set 800-C 800 B 
eads A combination of Background 850-B and Plateau 851-B with 

out- anumber of Hugo Decorative Tables and Fixtures, forming 










highly artistic ensemble suitable for the display of a wide 
yariety of merchandise. 

The standard finish for all exposed parts of woodwork is 
the Charles Hugo Metallic Finish (Patent pending), a beau- 
tiful vari-colored effect, particularly attractive at night. 
Harmonizes with merchandise of any color. Where desired, 
we turnish this set in natural wood finishes. ‘By using the 
double sided Extra Tops furnished for Plateaus, Tables, etc., 






























two additional color schemes, three in all, may be obtained. Righereens, 
When lighted by spotlights the metallic brocade cloth, which Plateau, 
forms the covering for the Extra Tops and Background, * — and 
gives a strikingly beautiful effect in perfect imitation of oo 






changeable brocade silk. 
Prices for separate units and special combinations on 
request. 


Applied for 









Fig. 4—Hugo Reversible 
Display Set 800-B 
Patent Applied for 





Decorative 5-Fold Reversible Panel 
Background 850 B, finished in me- 
tallic brocade cloth, one side Gold 
and one side Blue. Width 80 in., 


ct a Height 66 in. The narrow outer 
use Panels are furnished hinged instead 
e of of rigid, when so desired, at no 
extra cost. 
nted Plateau 851 B—Top 36x60 in., 
ork. Height 5 in. Furnished with Extra 
‘ Reversible Top finished in metallic 
king brocade cloth, one side Gold and 


one side Blue. 
Background and top of Plateau 
are of Ailon wood. 


and. 


ks nn $98.50 
pa A $150.00 Value 








\ 
Another Charles Hugo “Hit!” 


“( \NLY a few short days on the market and this new Charles Hugo ' _ y ' 
( ) creation has already made a host of friends! It’s easy to under- [hree Color Changes 

stand WHY. Hugo Reversible Display Set 800-B solves the win- in One Set 
dow dresser’s problems at a price every store can afford. Utility and 


beauty combined with economy. 








Not a flimsy makeshift for temporary use, but a well-built, sturdy L 
set that lasts indefinitely. Practically universal in its uses. Gives a 
touch of “class” to any window. A real sales booster! # 





Set consists of Reversible Panel Background 850-B and Plateau 851-B #. Use 

with extra Reversible Top, as described above (see Fig. 4). Price com- ra Pie: 
runs plete, $98.50. og This 
sque Ay ‘ 
that 4 Coupon 
NOTE: Background 800-B may be had in various heights at we I oday 

additional cost Prices quoted on request, "hi Hugo Studios, Inc. 

it 71-77 Park Place, 


ZES New York City 
7 Please send literature describing 


San re : 
eh HUGO STUDIOS, Inc. (Sn 
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In February and March 
People Think of April--and May 


At this season of the year the human 
trait of looking forward to Spring is 
everywhere in evidence. 


The greatest possible late-winter appeal 
is the “feel” of Spring. Get it into your 
Displays. 

Spring colors in the right combinations 


will give your windows the atmosphere 
of the coming season. 


The new issue of our catalog 


“‘The Guide to Better 
| Window: Displays” 


shows the delicate Spring shades as- 
sembled to perfection. Light Greens— 
Yellows—Pinks—decoratives in color 
combinations which in February and 
March remind the prospective customer 
of purchases for April—and May. 


If we have not sent you a copy let us have 
your name and address immediately. 


Wy 


The Adler-Jones Company cae 


649 South Wells Street - CHICAGO 
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